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Weather-Bird Shoes 


Satisfy Every Requirement Necessary 


to Build a Profitable Juvenile Business 


A Growing Girls Line 


..second to none in these United 
States. Patterns for school, dress, 
or play that are in a class by 


themselves. 


For Boys All Ages 


.. strong, sturdy shoes that sell 
readily and bring the customers 
back because they wear longer. 


Infants and Children 


.. shoes that are carefully made 
over fine fitting health lasts. Styles 


and sizes from soft soles on up. 


Every Type of Construction 


.. Welts, Turns, Stitchdowns and 
McKays in each size run and 
each price group. Every thing you 
need in one big children’s line. 


Shoes to a Potorsz } av 


Sell at A BRANCH OF THE INTERNATIONAL SHOE setae 
$8 - 3.50 ¢ $4 ¢ 4.50 © $5 = company - saint Louis, MISSOURI ALL IN-STOCK 


When writing advertisers please mention Boot and Shoe Recorder 
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—— M. MOFFAT, president 
of the Tanners Council of Amer- 
ica, tells Sidney Hillman, Admin- 
istrator of the National Industrial 
Recovery Board: 

“Employment in the tanning in- 
dustry in the first 10 months of 1934 


averaged 101.3 per cent of the 1929 














level, although production aver- 
aged only 94.4 per cent of the 1929 
level. The payroll index for the 
tanning industry for the same pe- 
riod of 1934 averaged 86 per cent 
of 1929, having risen from 58.7 per 
cent in 1932 and 72 per cent in 
1933. Average hourly earnings are 
currently 8.8 per cent higher than 
in 1929, whereas the actual hours 
worked per week are on the average 
of 23.3 per cent lower than in 1929. 
In terms of purchasing power, 
weekly earnings adjusted for 
changes in cost of living, wage- 
earners in the tanning industry are 
definitely better off than in 1929. 
“Our raw material is the product 
of American agriculture in the 
shape of cattle hides, calfskins and 
sheepskins, and much of it goes into 
sole leather. This sole leather, 
therefore, is the product of Ameri- 
can raw material, raised by- Ameri- 








can farmers, tanned in American 
tanneries by American labor, and 
supplied to American shoe manufac- 


turers.” 
* * * 


C. BERGER, director of educa- 

+ tion of the Lockwedge Shoe 
Corp. of America, says: 

“It is known from experience that 
almost everyone past 25 years of 
age has some bone displacement or 
adhesion in his or her feet. There 
are 26 bones, 28 articulations and 
126 movements in the normal foot, 
each being brought into action by 
every step taken. 

“Furthermore, there are numerous 
cartilages, muscles, nerves and 
blood vessels, which must be taken 
into consideration. Any misplace- 
ment of bones or cartilages, distor- 
tion of muscles, or tendons, or un- 
due or unnatural pressure on 


LB 


nerves, has far-reaching and detri- 
mental results that are not at first 
readily traceable to the feet except 
by one who has made a thorough 
study of the foot structure. 

“In order to restore normal 
equilibrium to the body frame- 
work, as well as the normal posi- 
tion and tension of tendons, muscles 
and nerves, and to bring about re- 
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lief from pressure and impaired 
circulation, it is necessary, first, to 
wear the proper type of shoe, fit- 
ted correctly and, in many cases, 
to secure proper treatment by a 
competent authority. 

“Simple in theory, but complex 
in practice, this is accomplished by 
the proper knowledge of foot struc- 
ture and the correct fitting of dif- 
ferent lasts and by certain foot- 
strengthening exercise.” 








WO little words—15 little letters 

—and what a difference! Dur- 
ing the past four years, men have 
been using two words when buying 
shoes. Words that have been 
changed in keeping with the chang- 
ing buying trends, reports H. J. 
Allen, who has charge of the men’s 
shoe department of the Palace 
Clothing Co. in Tulsa. 

“A few years back,” he says, “it 
was ‘How Much?’ Then it got to 
‘Too much.’ While now it is ‘Some- 
thing better.’ ” 

Mr. Allen knows this latter com- 
ment to be true, as the unit sales in 
his department have increased bet- 
ter than 25 per cent for the past 
year. He also expresses the belief 





that the new ideas in ventilated 
shoes and open sandals for men 
will do much in increasing pairage. 
He is carrying them in his better 
grades as never before. 


* * * 


/IDETAIL shoe men had best 

make a serious study of the 
address delivered by Malcolm P. 
McNair which appeared in the Jan. 
19 issue of the Boot anpD SHOE 
RECORDER,” advises A. H. Clark, 
who has two men’s shoe depatt- 
ments in Oklahoma City. He con- 
tinues: 

“I am a stickler for fair net 
profits and find myself practically 
up against a stone wall in regard 
to lowering expenses or raising 
mark-ups. In a measure, I have 
solved part of the problem by being 
assured of fixed operating expenses 
—through having leased depart- 
ments in clothing stores. Now I 
can reduce expenses even more so 
by moving to an upstairs location 
and hiring cheap help. But what 
is the use of doing that — even 


though I could sell my $5 shoes 


for $4? This sort of shoe store 
would not appeal to the public. 
They want modern merchandise, 
sold to them by thoroughly good 
shoemen, in comfortable surround- 
ings. 

“This article of McNair’s cer- 
tainly gives us something to think 


about.” 
* - ” 











USTUS J. LATTEMANN of the 

Frank Barber Shoe Co., Inc., 
Long Island City, displays his flair 
for showmanship in his sample 
room. He made a stretch of Long 
Island fencing, with artificial ivy 
trailing upon it and lifted the fence 
knee-high to reveal behind it just 
the bottom of the skirt, the hosiery 
forms and the appropriate shoes for 
the sports occasions. The balance 
of the line was shown on the grass 
mat below. 

So effective was the display that 
many retailers have asked for its 
use in their Spring openings, as a 
means of focusing the eye of the 
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IDEA 


E YOU MAKE . 
yA PROFIT / \ 








—Wouldn't it be wonderful— 

—If Mr. Consumer should say to Mr. 
Retailer: 
“| hope you are making a fair profit 
on these shoes you are selling me. 
For profits mean better wages and 
that’s what we all need.” 

—And if Mr. Retailer should say to Mr. 
Manufacturer: 
“Be sure to figure in a fair profit on 
my shoes, old man; you’re entitled to 
it. My profit isn’t safe unless your 
profit is safe.”’ 

—And if Mr. Manufacturer should say to 
Mr. Tanner: 
“| want you to make a fair profit on 
your leather. No one branch of our 
great industry can profit at the ex- 
pense of another branch. And we all 
realize that the Profit System is the 
only safe basis for full employment 
and National Recovery.” 

—Of course, this sort of reasoning seems 
highly idealistic, and even fantastic. 
—But the fact remains—just the same— 
that the purpose of business is profit, 
and until you recognize the right of the 
other fellow to make a profit, your own 
chance of making a profit is decidedly 

insecure. 


© ite Tan. 


President. 





customer on the appropriateness of 
women’s fine footwear. 
* * * 


HARLES H. PINKHAM of | 


Lynn, Mass., discussed “The 
Psychology of Advertising” with 
Lynners, setting forth that the dis- 
tribution of goods, and the manu- 
facture of goods which necessarily 
precedes the distribution, is now 
chiefly a study of the tastes and de- 
sires for goods as they may be ex- 
pressed by the people. 

And as the discussion went on, 
the shoemen, who were parties to it, 
coined the word “Shoeology,” 
meaning the study of the tastes and 
desires of people for shoes. The 
word, possibly, has been used be- 
fore. But it was newly coined in 
Lynn and applied to the merchan- 
dising of shoes. 

The view that Mr. Pinkham set 
forth, generally, is that business 
building depends these days chiefly 
upon the study of consumers, to de- 
termine their desires and tastes, as 
they may be required by necessity, 
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or inspired by publicity, and then 
making and marketing such goods 
as may have been found to be most 
desired. 


* * * 


TEPHEN J. BROUWER gathers 

together outstanding authorities 
on shoes, to appear before the Re- 
search Fitting School of Milwau- 
kee, Wis., March 11-to 16. 

A year ago doctors and shoe men 
from 19 states, Canada and Eng- 
land attended the school, conducted 
by the Research Foundation, 330 W. 
Wisconsin Avenue, Milwaukee, Wis. 


* * * 


WINDFOHR and Andre Van- 

- Marcke — both of Brussels— 
visitors in the States the past fort- 
night, express great enthusiasm for 
the spirit of progress they see de- 
veloping in leather shoes and store 
service in America. Crowding into 
two weeks a hundred contacts with 
people in the trade known to them 
personally or by reputation, they 
even found time to attend Rotary 
Club meetings, for both stand high 
in Rotary abroad, it speaking a lan- 
guage of universal fellowship. 


* * * 


RS. FRANKLIN D. ROOSE- 

VELT announces her plans 
for ten successive Friday night 
broadcasts, beginning Feb. 15, on a 
national hook-up over the Colum- 
bia system, entitled “It’s a Wo- 
man’s World.” The theme of her 
discourses will deal not with fa- 
mous names of today, not with 
women whose names are prominent 
in the public eye, but with women 
in every walk of life; women who 
play a definitely important part in 
our national recovery movement. 
It is Mrs. Roosevelt’s wish that 
women in all parts of the country 
understand one another. 

The subject of her first broad- 
cast, “The Changing Position of 
Women,” will explain in detail the 
tie which exists between the remot- 
est rancher’s wife and the sophis- 
ticated hostess of the metropolitan 
centers. 

Roger A. Selby, president of the 
Selby Shoe Co., is sponsoring this 
program. There will be a $20,000 
prize contest along with these 
broadcasts. Following her usual 
policy, Mrs. Roosevelt will donate 





BOOT AND SHOE RECORDER, 


the money she receives for this 
work entirely to charity. 

The rules of the contest provide 
that no purchase will be required 
of women entering the Selby shoe 
contest, the only condition being 
that the contestant try on a pair 


of shoes. 
* * e 


RTHUR TRACY, the Street 

Singer, will croon away all foot 
troubles in a broadcast sponsored 
by the Scholl Mfg. Co. and sched- 
uled for Tuesdays, Thursdays and 
Saturdays at 7:30 p. m. 





MAKE THE VEST 
ORGHIP/ 








man of the Joint Association 
Committee on Fashions of the Na- 
tional Association of Merchant 


Tailors and the Merchant Tailors 
Designers Association, said before 
their big convention at the Waldorf- 
Astoria last week: 

“The philosophy of dress as a 


mental stimulus to the morale of a 
nation has been undervalued, for if 
we look up the history of nations, 
the dress of a nation and its arts are 
perhaps more important than the 
dreary catalogue of its wars, pesti- 
lences, depressions and famines— 
for good dress reflects the morale of 
a nation and its progress. 

“The ego of personal appearance 
is replacing the ego of money. We 
are sick of gloom and depression in 
America. We have overlooked the 
necessary vitamin, color, to stimu- 
late men’s industries. Men have a 
greater yen for color than women, 
they have been afraid of it. Now 
they have overcome this fear. They 
have absorbed this new color ap- 


preciation unconsciously.” 
* * * 


I. CLOUSE of the Clouse- 
- Stone Co., Oklahoma City, 
said: 

“Human equation is most vital 
in the selling of shoes. We sell 
good lines of shoes, and there are 
dozens of other lines of . shoes 
equally as good—there being just 
the flip of a coin between the lines. 
Our only hope is better service and 
more intelligent fitting. 
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“We must do a better advertising 
job, too. Last year we increased 
our business 39 per cent, and this 
year we are planning a 25 per cent 
increase. In order to be sure that 
we do this, the advertising appro- 
priation has been increased for the 
same amount as our anticipated 
sales increase. 

“With business getting better as 
it is, it is absolutely necessary for 
stores to do a better advertising and 
promotion job than they have ever 


done before.” 
* * * 


EORGE F. KNOX, of the Knox 
Shoe Company in Springfield, 
Mo., says: 

“Manufacturers and jobbers in 
their great anxiety to get a lot of 
business quick, regardless of the 
final results, are to blame for so 
many new shoe stores starting on 
a shoe string. That is one of the 
greatest evils the established stores 
are facing right now. These stores 
last a few years or so, then fail. 
The stocks are dumped on the mar- 
ket, to the decided disadvantage of 
those of us who have been trying 
to do a serious job. All this means 
the selling of a few more pairs of 
shoes by the makers, but it wrecks 
prices in the minds of the regular 
shoe store customers.” 








AN as yet unnamed biweekly 
periodical, sponsored by the 
Eagle Ottawa Athletic Association, 
for distribution among all Eagle 
Ottawa Company employees at 
Grand Haven, Mich., brought forth 
the best wishes of Governor Frank 
D. Fitzgerald of the State of Michi- 
gan, who said: 

“I congratulate you upon your 
idea of promoting closer relation- 
ship between the employees of your 
company. It seems to me your 
plans, when successfully carried 
out, will go far toward accomplish- 
ing this desirable end. It is a 
worth-while work, and will un- 
doubtedly be appreciated.” 

Now the problem is to get a name 
for the paper, and prizes are to be 
awarded for the best suggestions. 

* * * 


E. WILSON, the old-time shoe 

- retailer of Detroit and past 
president of the Michigan Shoe Re- 
tailers Association, is now assis- 
tant manager of the Hotel Fort 
Shelby of Detroit. Make it a point 
to call on him some time, for he 
was ever the fine friend of the na- 
tional traveling men and the retail- 
ers of his state. 

A fine-looking, upstanding gen- 
tleman steps from the shoe to the 
hotel business— both friendly en- 
terprises—having much in common 
—selling service first. 











"Beppo is always shy before strangers." 
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“WEAR 'EM anv rou KEEP EM’ 


No merchandise of any kind, that 
has been used, will be accepted 


for return. 


™ 
Pa 
ro 
nd 


No article in years has stimulated trade interest more 
than “If She Wears It, She Should Keep It.” The 
fundamental idea back of that title is that retail selling 
must be less wasteful and more useful. Cooperation of 
the public must be obtained, for the losses in exchanges 
cannot continue. 

We are beginning to discover that the weakest link 
in the entire chain between the hide puller and the 
ultimate customer is at that point—the fitting stool. 
Attention must be given to correction of uneconomic 
practices and none is more wasteful than the practice 
of giving the public any exchange or refund that may 


You have the privilege of 
taking these shoes home and 
trying them around the house 
on a carpeted floor, for several 
days, to assure yourself that 
they are correct. If they are 
not comfortable, you may then 
return them to us, providing 
they are in salable condition. 
If they are worn on the street, 
they are not returnable. 


AQ 


hoes that have been worn or 
alterd cannot be accepted for 
refund, exchange or credit. A 
pair of hose drawn over new 
shoes will protect the finish on 
soles, when trying on at home. 


We want everyone to have a 

comfortable fit; but be sure 

your shoes fit before you wear 
them. 


be asked without proper regard to common sense and 
good business practice. 

For years the abuses continued. It has always been 
covered up with the magic slogan, “The public is al- 
ways right”; but so many flagrant misuses of that 
policy warrant a change. No time is better than the 
present for a correction of that habit of granting ex- 
changes on any and all excuses. 

The codes have corrected many of the errors in inter- 
trade relations. This seems to be the first of the great 
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eeee Non-Returnable Shoes 


errors in public relations with merchants and certainly 
the time has come for a consideration of it in print. 
Merchants from all over the country have offered sug- 
gestions and some of them are here presented: 

John L. Harris of New York says: “I wish to go on 
record that some definite plan certainly is in order to 
emphasize our resolve to cut down on exchanges. Per- 
haps some may feel that the Boot anp SHoE Re- 
CORDER’S suggestion of a card, put into the package of 
every purchase, bearing the legend is sufficient: 

‘Be sure your shoes fit before you 
wear them. Under no circumstances can 
a worn shoe be returned.’ 

“If that is your plan, I suggest that you find a way 
to attach this card to one of the shoes, so that some 
effort will be required to remove it. In that way only 
will the card ‘create a meaning’ to the customer. 

“A loose card will not do. The customer’s word is 
as good as yours—she (or he) ‘saw no card.’ What 
are you going to do in such a case? 

“Now here is what we have been doing to cut down 
on returns—and with good results. I pass it on for 
what it may be worth to others. 

“We pride ourselves—my staff and I—on the job we 
have been doing to Fit Feet Correctly. 

“We are not classed as an orthopedic shop. We have 
style shoes and plenty of them, but we also carry a line 
of semi-orthopedic types sufficient to fit almost any 
kind of foot except cripples. 


4 

WE endeavor to impress our customers with the fact 
that no ‘one’ shoe can answer for all purposes—work, 
shopping, afternoon tea, dress. 

“We fit them according to their needs with due ad- 
vice or warning as the case may be. 

“We admit that, regardless of our experience, we 
cannot venture an opinion of how a shoe feels. We can 
only advise in accordance with what we see. If a cus- 
tomer accepts our advice and judgment, we do not 
hesitate to say that we will be responsible for the com- 
fort she (or he) expects. And we back it up. 

“However, we cannot and do not insist that a cus- 
tomer purchase only what we recommend. 

“We tell them—in what we think is a nice way— 
that they are entitled to their own choice. Under these 
conditions, then, you might ask, ‘Where does our pro- 
tection begin or end?’ 

“For our protection we have five dies. 

TS., -- T.L., - - N.F., - - N.T., - - —., The dies 


are made of steel 44” square. They stand for - 
Too short - Too long - No Fit - and No try on. 


Shoe Merchants, East and West, OK prin- 
ciple enunciated in recent RECORDER 
article that shoes worn by a customer to 
the extent of being unsalable should not be 
accepted in return for cash, credit or 


other merchandise. 


The dash (—) is used to cancel any of these 
stamps when and if a customer decides that she 
had better take our advice and brings the shoes 
back unsoiled. 

“We explain the why and wherefor of our sys- 
tem and if the customer feels she knows best, we stamp 
the shoe on the shank as close to the heel as the brest- 
ing will allow. The mark cannot be worn off and is 
just large enough not to mark up the shoe in any way. 

“Having explained all this to the customer, she (or 
he) cannot give their own explanation of what the 
salesman said or she (or he) said. /t’s branded right 
on the shoe. 

“However, this does not stop us from saying that if 
the customer finds any discomfort, we are still at their 
service. 

“We are at their further service—and we will be glad 
to make any necessary adjustment—should they find 
the shoe uncomfortable. 

“That is giving the customer real service, and should 
they find discomfort, they will have greater respect for 
our knowledge when next they buy. 

“This idea of ours is far from perfect—we use a bit 
of judgment along with our stamps, but of this we are 
certain—it has cut down exchanges and complaints to 
a point where we do not mind it a bit, and when a 
person does find it necessary to bring a pair back for 
an adjustment, they ASK us what can be done. They 
don’t TELL US WHAT THEY WOULD DO if it was 
their shop.” 

E. J. Fanning of Oak Park, IIl., says: 

“T, too, am in favor of eliminating the return of 
worn shoes. I believe the time to prevent the return of 
worn shoes is when they are being fitted. It takes the 
nerve of a real he-man to handle the so-called hard to 
fit and stay fitted habitual kicker. We should remove 
from the fitting stools all salespeople with rubber back- 
bones who do not find out what kind of shoe the cus- 

[TURN TO PAGE 37 PLEASE] 
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REGENCY AND 


In the photograph we show a fancy dress cos- 
tume worn at the recent Beaux Arts Ball. This 
brilliant event took the Regency for its theme 

. and everybody came in costumes of this 
period. Note the bonnet and the high neck 
frills. Plaid ‘is a Regency fashion too, because 
all the ladies of the time were reading 

Scott's novels! 


THE designers of clothes for this Spring and Summer 
have been going back to Regency days for inspiration. 
It’s a very important fashion revival, helped along by 
several new films and plays with Regency settings. 
(George Arliss’ new picture, “The Iron Duke,” for in- 
stance. ) 

So here are a few facts about the period itself, to 
give your shoe salesmen an idea of what all this Re- 
gency talk is all about. 

The Regency period gets its name from a time in 
England (early in the Nineteenth Century) when the 
Prince of Wales took the throne as Regent during the 
illness of his father, George III. English Regency 
fashions were really the English idea of the Empire 
fashions that French women wore a little earlier. All 
these early Nineteenth Century styles were a return to 
classic Greek and Roman designs; encouraged by 
Napoleon, who thought of himself as a Caesar come to 
conquer the world! These “classic” fashions had 
straight skirts and high waistlines (like Greek cos- 


The little sketches show Spring 1935 versions of 

Regency fashions. Bonnets and more bonnets. 

Neckline frills, shoulder capes, suits with revers 

and scarfs worn high around the throat inspired 

by both feminine and masculine costumes of 
the period. 


Three shoes that tie in with 
Regency costumes of 1935. 
This shoe, with its high front 
tongue and white accents, echoes 
the neckline frills of the new 
Regency costumes. 





This high-in-front pattern again 
repeats the neckline of the 
modern Regency fashions. 


A model inspired by shoes 


of the 


Regency period. 


You see the influences in 


the low heel 


and the 


crossed straps of this mod- 
ern sandal. 
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By 
Ruth Harrington 


PEASANT... 


These are the two fashion "influences" 


you hear most about this season. Just 


This is the Peasant shoe which promises to 

be one of the season's most important 

novelties in sports types. We have shown it 

before, but it bears repeating. The name it 

goes by is 'Kitzbithel," after a ski-ing resort 

in the Tyrol. and its feature is the high, 
contrasting tonque. 


what are they and just what do they 


mean in shoes? 


tumes). White and very delicate colors, “the Regency 
pastels,” were worn, often accented with bright or deep 
rich colors. Flat-heeled shoes, modeled on Greek san- 
dals, sometimes with lacings around the ankle, took the 
place of high-heeled slippers. 

And what does this mean in shoes today? 
things: 

First, it gives a new promotional angle on selling 
low-heeled shoes. One New York specialty shop has 
christened its low-heeled sandals “Regency Flats.” This 
low-heeled business is growing steadily in significance. 
While the fact that we have a revival of Regency fash- 
ions this Spring is only one reason why women are 
wearing low-heeled shoes, it helps to make women more 


Three 


im q 
LUM ! 
The "Salzburg Sandal" is another shoe with 
a Peasant background which is also being 
widely promoted in American-made shoes. 


Its sturdy sole and thong fastenings are 
typical. 


low-heel conscious. 

More generally important is the spur that Regency 
fashions give to shoes built high in front, with lines 
that echo that built-up-around-the-neck treatment you 
see in the new Regency clothes. The so-called “Em- 
pire” line in shoe designs (high front and open shank) 
is all part of the same picture, because the Empire 
fashions, as we have seen, were about the same period 
in France as the Regency was in England. Shoe colors, 
particularly for resort and summer, tie in with the 
Regency influence. Pastel shades for spectator and 
afternoon wear are the same delicate colors. We will 
hear much more about these Regency colors later on. 





This model illustrates the use of Peasant em- 

broidery for trimming a spectator shoe. 

It is one of the more extreme forms of the 
Peasant trend. 


Iv seems a far cry from Regency styles to Peasant 
styles, but the two are seen side by side in the new 
fashion picture. The first influence is emphasized in 
more formal clothes for street, afternoon and evening; 
Peasant fashions are logically featured for sports 
clothes and informal wear. 

This Peasant trend has been on the way a long time. 
The Boot anp SHOE RecorpeR has been talking abou! 
it for more than a year. It came first in Summer san- 
dals. Then it was taken up in patterns for walking 
shoes last Fall. This Spring, many dresses are made of 


These two sketches show the 
Peasant influence in fashions 
for 1935. Imported from 
Austria, by the American 
Branch of the Sporthaus Lanz 
in Salzburg, they are nol 
"costume pieces," but are 
actually being worn. Note 
the little Peasant jacket on 


rustic Peasant linens and quaint Peasant cottons. The 
gay embroideries of native costumes are seen as trim- 
mings. Vivid Peasant colors are everywhere. 

[TURN TO PAGE 52, PLEASE | 


the suit and its trimming of 
bright braided wool. Note 
the quaint puffed sleeves and 
gathered skirt of the quaintly 
printed cotton dress. 








Now for the story of New Orleans. I am sorry to 
record the slipping of any town, from the standpoint 
of its retail shoe business, and especially one where 
so many close personal friends are in business. But 
facts are facts. Some of the shoe stores in this city 
seem to be lacking in shoe selling courage. Many 
shoe operators seem to be hanging back, afraid to 
act. This may be a biased opinion on my part, com- 
ing down from a section where conditions were excel- 
lent. Fortunately, it does not apply to all the shoe 
men here. 

A map I made of the city some five years ago showed 
31 shoe outlets in the center of town. Ten of these 
have gone out of business, while 23 more have 
opened up, so that now there are a total of 44 places 
where one may buy shoes downtown. A count shows 
24 of these outlets have a top price of $2.95, eleven 
a top of $7.50 and nine sell $12.50 shoes. Seventeen 
of the 44 are home-owned. There are 14 leased de- 
partments. 

As far as women’s shoes are concerned, New 
Orleans is apparently dominated by the department 
stores and the chains. One merchant, when asked as 
to the large number of popular-priced shoes sold 
here, ventured the thought that the real wealth of the 
city was wiped out over night by bank failures. He 
doubted if the city would get back to an appreciation 
of good footwear for a long while to come, even with 
the better business feeling now existing. As he ex- 
pressed it, New Orleans was a town full of poor rich 
people. Another man told me an entirely different 
story, a hotel man who was once a shoe man. I will 
refer to him again later. 

The Imperial Shoe Store has long done a real shoe 
job and is known all over the country as a first-class 
outfit. Albert Wachenheim, Jr., is prominent in this 
picture, although his father is by no means retired. 
Some very practical shoe selling ideas emanate from 
this young man, so let’s quote a few. 

“The big thing jn shoe selling is to tell a customer 
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SIGN POSTS 


why the shoes are right. It is not enough to say they 
fit and look pretty. Give a definite story of the purpose 
of the shoe. When this is done, the woman will tell her 
friends why she bought the shoes. In that way the 
store gains a real reputation for being style-minded. 

“Build a selling story around something. Every 
shoe in our store was bought for a definite purpose. 
We tell that to the salesforce and they tell it to the 
trade. Every woman wants to be as smartly dressed 
as possible within her means. A trained salesforce can 
be of great assistance in that direction by dwelling 
on the purpose of the shoe. Take an evening slipper, 
tell how it developed through Napoleonic period and 
why the Empire style is good today. 

“Romance selling. Sell something besides just a 
pair of good shoes. Build a story and make it inter- 
esting. 

“When women do not buy the right types of shoes 
to go with a certain costume, they do not blame them- 
selves half as much as they do the place were the 
purchase was made, any more than they do when they 
buy the wrong size. Selling a wrong size is some- 
what forgiveable, while selling the wrong type of 
shoe is bad from every angle. Therefore in our store, 
we try to be as careful in selling the right type as 
we are in selling the right fitting.” 


ONE of the universal mysteries of retail shoe sell- 
ing, according to John Henry, who has the shoe de- 
partment in the Gus Mayer store, is the lack of interior 
displays. Shoes, he points out, are blind articles and 
any item closed up in a box is hard to sell. All 
department stores, hardware stores and ten-cent stores 
display their merchandise so well that selling is 
almost a wrap-up business. John Henry puts as much 
on display as possible. He figures that people on the 
street are interested in price and style, while 95 per 
cent of the customers who come into his department 
know the price level. 

“Business is generally creative,’ observes this buyer. 
“The more we can show shoes, the more we can sell. 
Creative merchandising is developing fast. Take fifty 
people in any community—the wife’s friends—who 
will form a fair average. Figure out their taste in 
shoes and multiply it by the shoes sold in a given 
season. If the store sells 500 pairs of shoes in a 
month, multiply the classified analysis by ten and the 
buying trends will be quite accurately forecast.” 

Here is a great department store buyer, R. B. Gallegy 
of Maison Blanche, who finds that it is hard to bring 
children into his downtown store on account of the 
parking problem. The neighborhood stores, he finds, 


are getting the school shoe trade. Parents will come 
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to town with their children for the dress shoes. To 
make things tough for the neighborhood stores, Gallegy 
is carrying a wide variety of widths and styles in his 
children’s department. 

No one is better equipped to talk on local retail 
shoe store financing than Ralph P. Levy, who, in 
addition to operating the Pokorny stores, is a director 
in one of the largest banks in the city. He finds that 
most of the better stores are now out of the red and 
have not eaten into their capital structure to any great 
extent. He sees a good prospect of making money 
in the retail shoe business with the position getting 
stronger, due to improved conditions. “We are still 
in a value market,” he points out, “so must sell more 


i 
: 


‘ 
5 | 





shoes at a net profit. Ninety per cent of the sales that 
come in the heart of a selling season, are due to poor 
financing.” 

One of the friendliest stores in New Orleans is that 
of Labiche & Legendre. Every traveling man I met 
asked me if I had visited with A. A. Lengendre. This 
is a store which does 90 per cent of its business on 
“the budget plan,” or in other words on so much 
down and so much a week. The store is never adver- 
tised as a credit store and carries only nationally ad- 
vertised shoes. Another unique feature of this store 
is that it sells these shoes at a price on a par with any 
other shoe store in the city. Bad debts account for 
a loss of less than one per cent, which compares favor- 
ably with other stores doing the usual charge business. 

D. A. Kelly, shoe buyer at D. H. Holmes Co., told 
me that his corrective shoe business cost him more to 
advertise than his fashion shoes. He says he does 
[TURN TO PAGE 42, PLEASE} 


New Orleans has problems peculiar to itself, so far as 
the shoe business is concerned, Mr. Terhune discovers. 
On his recent visit he made a survey of the situation 
which, by comparison with a similar study several 
years ago, shows department stores and chain stores 
tending more and more to dominate the field. A num- 
ber of important independent stores continue to 
flourish in spite of this situation and the Recorder 
Field Editor analyzes the methods that have made 


them successful. 























RIGHT at the top of our Promotion Program Chart for 
Foot Health Week we place as vitally important success 
factors healthy stocks of the right shoes, and competent 
fitting service. 

Every participating store must have them—or more 
harm than good will result for the negligent merchant. 

Anticipate! Check up and place orders NOW. Check 
up on service also. Be sure that both stock and service 
are right—then you will reap prestige and profit. 

If you are doubtful about participating in Foot 
Health Week, remember that the interest of the public 
in foot health has reached the point where competent 
shoe stores must accept leadership. 

National magazines, women’s clubs, schools—all are 
taking active interest in foot health. Shoe merchants 
cannot allow outside interest to become dominant. To 
do so will place shoe stores in an awkward position 
and open the way to criticism. 

Doing a real job in the promotion of Foot Health 
Week is outward evidence of your leadership in foot 
health. Cooperative effort is best. The chart shows 
what can best be done by cooperating group, and the 
points that must be taken care of by each store indi- 
vidually. 

In some towns shoe merchants are organized. In 
others they are not. If you are not, get together at once. 
Foot Health Week is an ideal opportunity for coopera- 
tive effort—an excellent time to get an organization 
started. Talk it over with your fellow shoe merchants 
at once. 

The first step in cooperative promotion is to have a 
meeting, at which a chairman-in-chief and treasurer are 
elected. Funds should be subscribed, and chairmen of 
various essential committees appointed. 

The organizers should have their “slate” prepared 
ahead, and also an estimate of necessary funds. Rightly 
handled, the chairman-in-chief and treasurer will be 
voted in readily. Then let the chairman-in-chief ap- 
point the previously selected list of committee chair- 
men. Choose competent men, whether owners or 
employees, or select as chairman an owner who has 
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The Course 
Is Charted 


Every shoe store, everywhere, that sells special 
feature, health or corrective footwear, should 
plan to play its part in the promotion of National 
Foot Health Week, April 22-27. Early planning 
and thorough preparation will pave the way for 
profitable participation in this national promotion. 


By R. E. ANDRUSS 


an employee who can give particularly good cooper- 
ation. 

The Newspapers Committee has charge of general 
newspaper publicity—both store ads and news articles. 
It is, however, a good idea to get advertising space for 
the special section or page you plan to use pledged at 
the first meeting. 

Newspapers that give news space in conjunction with 
a promotion of this sort usually plan on a 40-60 basis— 
40 per cent news space to 60 per cent ad space. 

If your pledges take care of the 60 per cent ad space. 
your Newspaper Committee can reasonably expect in- 
terest and cooperation of the newspaper. (There are 
papers that will not do this, but many will.) Their 
feature writers and advertising men will cooperate in 
getting a good job done. 

The Direct-Mail Committee prepares and arranges 
for handling mail announcements of the event. They 
can also prepare “foot health” folders for general pack- 
age enclosure or distribution. 


THE Display Committee has charge of general dec- 
orations, posters and so on, and should cooperate with 
stores that may need window display suggestions. If a 
general exhibit is planned, they would take care of it. 

The Contest Committee has charge of any contests, 
such as a walking contest, perfect foot contest, foot 
health essay contest, or whatever may be used. Their 
announcements would clear through the Newspaper 
and Display committees. 

The Speakers’ Committee has a real job. A real 
“public relations” task—one that requires tact and 
diplomacy. 

They should get busy quickly securing competent 
speakers (physicians, podiatrists, shoe men, health offi- 
cials) who can and will make talks to various organi- 
zations or schools on foot health. They should also 
contact the proper people to arrange for these talks to 
be given. Women’s clubs, junior women’s clubs, schools, 
parent-teacher organizations—every group or society in 
the community where foot health can be talked. 
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ITS TIME TO SIART FOOT HEALTH 


These talks can be started as much as a month ahead 
of Foot Health Week. They are fine propaganda. 

This committee should secure the endorsements of 
the mayor, of health officials, athletes, and other promi- 
nent individuals. 

(Washington merchants once had Senator Copeland 
pose for a picture being fitted to proper shoes.) 

They should also secure the mayor’s proclamation 
announcing the opening of Foot Health Week. 

They might arrange to secure “signed pledges” from 
parents reading: “I will see that the members of my 


family are more careful about the care of their feet. 


19? 


during the coming year!” A pamphlet on the care of 
the feet and correct shoe fitting should be used by the 
canvassers, who work several days ahead of Foot Health 
Week. 

This delegation of duties to competent chairmen, 
with frequent reports as to progress, will help the chair- 
man-in-chief to get action and results. 

The points for each participating store to consider 
individually are charted. They need little explanation. 
Naturally, it behooves each store to do a real job in 
order to get the most good out of their tie-up with the 
cooperative promotion. 


WEEK 
PROMOTION 


Associations and manufacturers can do their bit in 
encouraging the promotion of Foot Health Week among 
the stores they contact. Thousands of clippings from 
every section of the country revealed the widespread 
interest among merchants in the promotion of Foot 
Health Week last year. 

They revealed that stores in communities doing a 
keen cooperative job got the greatest attention and 
interest. 

But they also revealed that some were careless or in- 
different—their ads would not create great enthusiasm 
and interest. 

Foot health appreciation has become far greater than 
ever. You in the industry have seen its growth. We 
observers know that public demand for foot comfort 
has reached the point where keen, progressive mer- 
chants will definitely identify themselves as leaders in 
the Foot Health Crusade. 

The standard bearers will be the profit sharers. 





Cooperating Group 


. Election of Chairman and Sec'y-Treasurer. 
Raising of Funds. 
Appointment of committee chairmen. 
Pledges for advertising space. 


. Newspaper Committee. 
Tester ads. Ads. and articles for special announce- 
ment section or page. Follow-up ads, and articles 
in paper. 

. Direct-Mail Committee—Mail Announcements— 
preparation and distribution. Package enclosures, 
etc. 


. Display Committee— 
Window suggestions. 
other display features. 


. Contest Committee— 
Planning and conducting contests. 


. Speakers Committee— 
Secure speakers. Arrange dates with clubs, schools, 
etc. Radio speeches. Obtain endorsement of im- 
portant organizations and individuals. 


Posters, Signs, and any 





Promotion Chart—Foot Health Week 


Healthy Stocks of Right Shoes Plus Competent 
Fitting Service in All Participating Stores 


PROMOTION PLAN 





Associations—Stress Importance of Event to Members 
Manufacturers—Suggest Participation—Supply Promotion Helps 


Individual Stores 


. Newspaper advertising—ads for special section, 
and follow-ups. 


. Window, interior displays—Dramatic, colorful dis- 
plays and decorations. 


. Invitations to customers—lIf general mailings are 
not used. 


. Free Foot Clinic— 
Under direction of podiatrist. 


. Contests— 
(Depending upon group program) 


. Package Enclosures— 
To sell your feature shoes and service, or care of 
feet, etc. 


. Salespeople's instructions— 
Bring them to high point of efficiency. 











THE 


EDITORS 
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OUTLOOK 


After Stale Clearance, What? 


THE system of clearance of shoes needs correction 
in the light of modern day merchandising. Why should 
the shoe store be made conspicuously dull this month 
through the old and worn-out habit of displaying clear- 
ance merchandise in stale windows and in drab set- 
tings? By and large, shoe windows in clearance period 
are given a junk shop keynote—“the goods are not so 
good, so we don’t even bother to display them attrac- 
tively. If you want them, come in and get them. The 
risk is yours.” 

The same sloppy technique that is used in the win- 
dow is carried into the store. The clerk lets down and 
almost throws the shoes at the customer. Now, is that 
the proper mood for merchandising any commodity 
at any time of the year? 

Perhaps the idea back of the clearance was the 
philosophy that the store should, by its external and 
internal appearance, give the impression that bargains 
are for a different class of people than the regular 
clientele of the rest of the year. It is difficult to change 
the habits of merchants. Much more difficult than to 
study the behavior of the customer. Merchants “get 
set” in their ideas. Because it has been the tradition 
of 50 years to drop down from a high point of service 
and efficiency to a dull, drab level—that that is the 
thing to do because it has always been done. 

Shoes are worth selling. They are worthy of proper 
display and proper service. As much care should be 
devoted to the display of merchandise offered for clear- 
ance as in the high promotions of the year. A lot can 
be said about the exceptional values and particularly 
about the quality of service that is given in the clear- 
ance period of the year. In many ways the public is 
conferring a favor upon the merchant in clearance 
period—for the merchant has unwanted goods which 
he prays may be wanted by less discriminating people 
who see the opportunity to get the goods at a lower 
price. 

Several weeks of clearance remain, and it will be 
refreshing, nationally, to see a complete mop-up of 
old merchandise before the new season opens. If the 
public is given assurance that clearance merchandise 
is good merchandise and that it is well-fitted and that 
the responsibility of its service is included in the price, 
then it will be possible to make a clean sweep of slow 
and unwanted stocks. 


BY 


baler) lester on 


If you read what Arthur Livers had to say in last 
week’s issue about “Looking Backwards”—that the in- 
evitable 10 per cent of stock must take its retail mark- 
down—then you will plan your business in the future 
on the basis of 52 weeks of store, window and advertis- 
ing efficiency. 

For any merchant, anywhere, to run his business on 
the basis of 10 months of careful merchandising prac- 
tice and two months of careless merchandising, is folly 
indeed. We are also beginning to discover it is much 
more important for a community to cease its sales pro- 
motions at about the same time. By so doing, the new 
season starts off with the full freshness of new mer- 
chandise, new window displays and new advertising. 

Spring is the most variable of seasons. There can 
be no common time for the introduction of new mer- 
chandise. The sun progresses north with varying 
speeds. Spring is already looking into the windows 
of southern stores, while wary Winter drapes icicles 
on many a front up north. But each community can 
stage its own Springtime—cooperatively determined by 
all the merchants in town, providing clearances have 
been pushed away and the merchants are economically 
ready for the refreshment of Spring. Nothing con- 
tributes more to the vitality of a community’s business 
than generous opening stocks. The merchant then can 
tell his community-public that plenty of sizes and 
widths are available. 

A new and better day in merchandising can only 
come when the mood of the merchant is lifted from 
the theme song: “Clearances and sales give the most 
for the money.” The merchant must learn to again 
sell those satisfactions that come through smart fashion 
and superior service. The public responds to the sin- 
cerity of good merchandise and good service, and the 
real pick-up of trade comes with the urge of Spring- 
time. Let’s learn to put more truths into our adver- 
tising and into our statements, for the public is getting 
to be purse-shy on promotions that promise much and 
deliver little. 
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MORE THAN EVE 


NEW LEDGE TYPE— gives 
rugged service. Non-skid 
cups. Nails down flat. Swag- THE RIBBED TYPE—neat, 


ger campus style — popu- sophisticated, modern. 


lar with younger people. Smart streamlined rib 


design gives added style. 


STANDARD GOODYEAR WING- THE CUSTOM GOODYEAR 
FOOT—world’s most popular, and — corrugated non-skid 
most widely copied heel design. . face. No nail holes. A de 
Non-skid cups. Neat,smooth-fit- luxe heel in every way 
ting. The aristocrat of rubber heels. for your finest shoes. 


they help you sell shoes! 


ERE they are— four Goodyear Wingfoot Heels, to suit 
every style and type of shoe. 


Every one a tough, lively cushion to give the added comfort, 
the silence and long wear which make men want rubber heels. 


And every one marked with the greatest name in rubber—a 
proof of extra value that gives your shoes the selling advan- 
tage of two good names instead of one. 


This adds a new note of style to all the other advantages which 
have made “more people walk on Goodyear Wingfoot Heels 
than on any other kind.” 


MORE PEOPLE WALK ON GOODYEAR WINGFOOT HEELS THAN ON ANY OTHER KIND 
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John H. Alden 


























One of the younger generation who has taken up the 
reins of New England shoe manufacturing is John H. 
Alden, son of the late Charles H. Alden, the founder of 
the C. H. Alden Co., Abington, Mass., and a direct de- 
scendant uf John Alden, one of America’s first settlers. 

During the World War Mr. Alden served as an officer 
in the United States Navy. Since that time he has been 
active in all branches of the business, having served in 
each department of the factory as an actual operator, 
so that he has a thorough knowledge of the present 
methods of making shoes. He also visits the trade peri- 
odically, so that he has an up-to-date conception of the 


retailers’ requirements as to styles and types of foot- 
wear proper for the present needs in better grade of 
shoes. 

He was educated by his father to the C. H. Alden 
standard of quality and workmanship, with special 
attention paid to the proper fitting and styling of lasts. 
These principles have been strictly adhered to. With 
this as a foundation, the C. H. Alden line of shoes is 
today an outstanding line of quality shoes. John H. 
Alden centers his efforts in styling both the stock and 
made-to-order shoes to reflect the very latest trends in 
quality men’s and boys’ footwear. 
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LARGE-SPACE ADVERTISEMENTS 


in all these magazines: 


Saturday Evening 
Post 


Collier’s 

Liberty 

True Story 
Modern Romances 
Tower Radio 
Serenade 


Woman’s Home 
Companion 


Cosmopolitan 
Parents’ Magazine 
Modern Screen 
Radio Stars 
Home Magazine 
Mystery Magazine 


New Movie Magazine 














... with the largest 
advertising campaign 
ever put behind a 


white shoe cleaner 


Be in May, full-column, force- 
ful advertisements of Shinola White 
Shoe Cleaner will appear in leading 
national magazines. This powerful cam- 
paign will continue throughout the sum- 
mer—creating greater consumer demand 
for the country’s fastest-selling white 
shoe cleaner. Shinola White Shoe Cleaner 
cleans all white shoes. Actually removes 
stains. Does not cover up the dirt, but 
restores the shoes to their original white- 
ness. All signs point to new high sales 
of Shinola. Be sure to get your share. 
Check your stock of Shinola White 
today. Write for free display material to 
—SHINOLA, 88 Lexington Avenue, 
New York City. 


E POLISHES IN. 
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ToBeaProfessional 
Shoe Man— 


You Must Have: 


1. Definite knowledge of feet and their 
function. 


2. Know shoes and their proper usage. 
3. Give the proper service. 


4. Cooperate with the Medical Profes- 
sion. 


Says Clarence R. Faflik 
of Cleveland before the Orthopedic Clinic, N.S.R.A. 


Is there a need for the professional shoe man? 

In this day when medical science recognizes that feet 
are important members of the body and because medi- 
cal research has proved that many physical disorders 
are caused by faulty posture, the result of improper 
balance, and since the feet are the foundation of the 
body, it is only reasonable to believe that if they are 
out of balance, the upper structure, the body, will sag 
and be out of alignment and cause pressures that set up 
physical reaction and disorders that undermine health. 

So you see that shoes do play an important part in 
the promotion of health and, since they must be fitted 
correctly, the shoe man becomes an assistant to 
the various branches of medicine, bringing relief 
to many crippled and suffering people. 

It does not necessarily mean that these men are prac- 
ticing medicine and treating feet, because no good shoe 
man would attempt to do this. He realizes that this 
work belongs to the doctor and he also realizes THAT 
HE, AS AN ASSISTANT TO THE DOCTOR, PLAYS 
AN IMPORTANT PART IN THE GAME OF FOOT 
HEALTH, because it is he who must fit the shoe and 
be ready to carry out the instructions of the doctor to 
help attain that all-important foot balance. 

Since you have been challenged and charged with 
this important responsibility, let us ask ourselves— 
What must a shoe man do to merit this confidence and 
this trust to carry out this important charge? 

FIRST—He must have a definite and positive funda- 
mental knowledge of foot anatomy, its functions, its 


CLARENCE R. FAFLIK 


relation to correct posture. In a few words, he must 
know FEET, and the degree of his success is depen- 
dent on his knowledge, his ability to translate theory 
into practice and the sincere application of these 
attributes. 

This is most important, because none of us would go 
to a physician for treatment who did not have the 
knowledge and ability to treat us, and we should not 
expect the doctor to recognize us unless we know and 
can merit his confidence. 

SECOND—The shoe man must know shoes, their 
construction, lasts, measurements, and, most of all, he 
must know how to use them and fit them. 

We classify feet into two simple, distinct classes, the 
contracted foot, which is short, stubby, strong and high 
arch, which when broken down is exceedingly painful, 
and the flexible, weak, elongated foot, which is gener- 
ally chronic. 

Certainly you would not use the same type of shoe 
on the weak, flexible foot that you would use on a short, 
high-arched contracted foot, any more than the doctor 
would prescribe the same pill for every disease. 
There are no cure-alls in shoes. 

Too many shoes carry the name of Doctor So and So, 
especially in the low price brackets, whose makers 
don’t know the first principle of foot balance, and the 
poor public buys these, only to be more miserable than 
before. This is a reflection on the health-shoe industry 
and should be discontinued. It destroys confidence in 

[TURN TO PAGE 36, PLEASE] 
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$100 worth of shoes can cause 
- $1000 worth of trouble. 


Mati 

When a customer puts down a generous piece of change for 
shoes, it seems to him that good money should bring some- 
thing serviceable. His feelings upon finding the sole leather 
like a sponge, can be imagined. It is human to tell of an 
experience like that to others and with no credit to the store 
where the shoes were obtained. Multiply one such experience 
by the number who may hear of it and you see why we 
suggest caution. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 
if rigidly favored in detailing your street, dress, sport and 
heavy-duty shoes, will save you many dollars. Quite a slice 
of your profit can be consumed by rebates or repairs. Re- 
member, our “BENCH BRAND” outsoles, used by leading 
American shoe manufacturers, have your protection tanned 
into them. They are standardized as to quality by our tanning 
eT ee practices and our policy of cutting them from the finest part 


sh f; ki hi h KISTLER ¢ ‘ ’ 
Se meow, en we oe ee ee of a hide. We repeat, “Better be safe than sorry!” 


= 
$ THIS CHART REPRESENTS A 
SIDE OF LEATHER THE PART 
USEO FOF KISTLER BENCH 
BRANO SOLESIS ABOUT 13" 
¢ OF THE WHOLE SIDE 


a FOUNDED - 1840 
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New Exclusive 
Los Angeles Shop 


Huggins’ New Shoe Shop Adds Distinc- 
tion to a Very Distinctive Street 


By J. EDWARD TUFFT 


WILSHIRE BOULEVARD, the most fashionable 
business street in Los Angeles, often spoken of as the 
“Fifth Avenue of the West,” has taken on a new dis- 
tinction through the establishing of the new exclusive 
shoe shop by Huggins of Pasadena at Number 3051. 

This new exclusive shop, unquestionably one of the 
finest in appointments in America, is directly across 
the street from Bullock’s-Wilshire, one of the world’s 
premier department stores. The shop has a 22-foot 
frontage with an 85 depth, the lease also covering 
the second floor. Ted Huggins, associated with his 
father, Fred T. Huggins, is in general charge, but 
J. Knudsen, formerly assistant buyer for the fine shoe 
department at Bullock’s-Wilshire, is manager and as- 
sistant buyer. 

Striking Entrance 

The classic entrance to the shop serves both an 
artistic and practical purpose. It extends to a height 
of 22 feet, the steel sash window, continuous with the 
door, letting in a flood of light and, of course, reduc- 
ing artificial illumination costs to the minimum. 

The entrance recess curves in with a graceful curve, 
is faced nearly to the height of the door proper with 

[TURN TO PAGE 45, PLEASE | 


HUGGINS' SHOP 
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A STAR BRAND SHOE 


The UPTOWN KOOLWAY 
for 1935 


Uptown popularity continues on the in- ous pinhole perforations produce shoes 


crease. Here we have an unlined lace _ that feel as good as they look on the feet 
oxford of white pigskin, black and brown of men. Most of the fifty-odd in-stock 
calfskin, fashioned over the Hamilton _ styles in this high grade line of men’s 


last. These fine leathers with their numer- fine shoes sell profitably at five dollars. 


for the Man About Town 


ROBERTS JOHNSONS RAND 


Branch of international Snoe Co 


ST. LOUIS, MO. 





MAKERS OF ALL-LEATHER SHOES FOR EVERY PURSE AND PURPOSE 





When writing advertisers please mention Boot and Shoe Recorder 











beauty and value in their shoes. Thoséjwho are most careful in the selection 


of their materials prefer these leathers beeause of their “natural beauty”— their 
P Pe. 


unrivaled color penetration — their unifépmity of shade and tone. And suc- 


cessful merchants have found that Evans L&athers add a point of value to their 


shoes — that they are indeed a definite sales influence. 


JOHN R. EVANS and COMPANY 


Camden, New Jerke 














Some types of patterns in fancy papers that make attractive window display backgrounds and panels. 
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Left to right: 


Two-tone Spring design, modern tapestry effect, colorful printed pattern in various tints, two-tone Spanish effect and 
satin block pattern. 


INNOVATION 
BACKGROUNDS 


How to produce attractive window backgrounds that 
can be changed easily and quickly without too much 
expense, so as to present a succession of fresh and 
appealing windows through each selling season, is one 
of the most difficult problems confronting the display 
man, particularly if he happens to be responsible for 


the windows of a shoe store whose appropriation for 
this purpose must be held down to a rather limited 
expenditure. 

At present many stores use interchangeable panels, 
built to fit the background and finished with some kind 
of fabric or paint. A quick change is rather difficult 
without a duplicate set of panels, which can be prepared 
in the workroom or studio before the new display is 
taken out. It requires time to finish the new set, 
especially if the backgrounds are covered with fabric. 
And then it takes more time to remove the old panels 
from the window and replace them with the new ones. 

Another disadvantage in the use of such panels arises 
from the fact that, due to the time and expense involved 
in recovering, there is always a temptation to let the 
old backgrounds remain in the windows as long as 
possible, with the result that the store’s displays lack 
the important element of freshness so important in 





How a New and Attractive Window Setting 
Can Be Installed in Fifteen Minutes at a 


Nominal Cost 


attracting favorable attention to the shoes on display. 
lf the general appearance of the windows remains the 
same for a long period of time, the public is likely to 
overlook the fact that the shoes have been changed. 
Without frequent changes of backgrounds and settings. 
it is difficult to attract attention to your windows and 
to arouse interest in the shoes you are showing. 

J. M. W. Yost, of New York, a display man of long 
experience who has devoted much attention to shoe 
windows, has suggested a method of meeting the prob- 
lem through the use of what he calls “innovation back- 
grounds,” which can be covered with decorative papers, 
now available in an unlimited range of colors and a 
wide variety of printed and embossed designs, suitable 
for every season and for all sorts of sales events. This 
plan, according to Mr. Yost, has all of the advantages 
of a semi-permanent painted background and may be 
used in that way at any time. In addition it enables 
the display man to change the entire color scheme and 
effect at a very small cost in ten or fifteen minutes 
without injuring the painted surface of the panels. 

The panel background, shown in illustration A, 
provides five spaces for decorative paper with a strip 
of molding to hold the edges in place. Now see illustra- 

[TURN TO PAGE 52, PLEASE] 


(Left) Illustration shows construction of in- 

terchangeable panels as described in article. 

Illustration (below) shows cross section or 

background proper and molding for holding 
paper in place. 
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RAND RAPIDS 
STORE EQUIPMENT 








for shoe stores and shoe departments. 


Especially designed and built for the 
proper carrying and display of footwear, 
hosiery, findings, buckles, etc. 











In this line are show cases, units, shelving 
sections (either wall type or in booth effect), 
tables, chairs, fitting stools —everything a 
shoe retailer needs. 


Product of an organization with a third of a 
century's experience behind it, Grand Rapids 
store equipment is the best investment that 
can be made for the good of your business. 


Our store planning service is at the disposal 
of retail shoe dealers everywhere. Practical 
assistance rendered in the all important 
matter of proper store layout to insure 100% 
efficiency from every foot of floor space. 








Modernize for modern business — but be sure 
you have the advantage of the best merchan- 
dising counsel before you go ahead. 


Write us for information on our store planning 
service and equipment. No obligation. 




















GRAND RAPIDS STORE , MAIL THIS COUPON Tenet 


* FQOUIPMENT COMPANY ™ | case nepise store Equipment co 


Grand Rapids, Michigan 
Main Offices and Factories: Please send us further information on your 


Store Planning Service and Equipment. 
Grand Rapids, Michigan 
Name_ -_ : ____Address 








Branch Offices and Representatives in Principal Cities | City__.______State_ 
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GEORGE F. BAUM 


Corsicana Man Picked as President by 
Texas Retailers 





FortT WortTH, TeEx.—Ten hundred 
and sixty-five retail shoe men journeyed 
to this city from all over Texas, Okla- 
homa and Louisiana to meet with other 
shoe men in the joint convention of the 
Texas Shoe Retailers’ Association, the 
Oklahoma Shoe Retailers’ Association 
and the Southwestern Shoe Travelers 
Association held at the Texas Hotel on 
Monday, Tuesday and Wednesday of 
this week. 

These merchants felt well repaid for 
the time and money spent in attending, 
as enthusiasms were developed here 
that will play an important part in the 
future of retailing. The stimulation of 
this show became an instrument of 
progress to all members of the craft in 
this region. Warm, sunshiny days 
which favored the show, proved to be a 
contributing factor in bringing buyers 
to a quick realization of the nearness 
of Spring. It was obvious that the sam- 
ple rooms which featured open types 
of shoes—men’s, women’s and children’s 
alike—featured the buying. Exactly 
181 rooms were given over to displays. 
Everyone of the 234 salesmen in these 
rooms was a member in good standing 
of the Southwestern Shoe Travelers. 

This was a real buying convention 
as evidenced by the number of retailers 
attending the convention sessions, 
where men heading retail shoe “insti- 
tutions” discussed common problems 
with operators of one-man shoe stores. 
Much of the buying was confined to the 
adding of “sweeteners” and to the bal- 
ancing of stocks, with the experience of 
early Spring selling as a guide. Basic 
stocks are already in the stores, so 
houses having in-stock lines of real 
novelties did a satisfactory selling job. 

Buying trends at this convention 
show definitely that the retail shoe men 
of the Southwest are out to do a real 
selling job which will make their cus- 
tomers genuinely shoe conscious. Many 
of them are merchandising their stocks 
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Southwestern Shoe Men 
Meet and Buy 


Even the Small Town Merchants, Who Watched 





1935 






the Game from the Sidelines for Several Seasons, 
Were There to Take a Flyer in the Fast Style 


Numbers Featured at Fort Worth Convention 


By HARRY R. TERHUNE 


Field Editor, BOOT AND SHOE RECORDER 


as they did back in 1928. A complete 
assortment of utility shoes, a good 
showing of style walking types, plus a 
real sprinkling of fast novelty styles 
seems the usual rounded stock set up. 
Some stores were playing 40 per cent 
“hot” styles against the field. 

Small towns all through Texas are 
gambling with fast novelty numbers 
as of old. For example, the tremendous 
sale of red kid pumps may be cited. 
Nearly every small town man has 
bought his initial order of 18 to 24 
pairs of these shoes, which will retail 
from $1.95 to $2.95, and he is confident 
that he will sell four times that number 
before the season is over. Many of 
these small town shoe men have been 
dormant for the past three years, now 
they are waking up again. In the 
larger cities, some buyers either post- 
poned or missed placing their early 
sandal buying. Here at this show they 
got the feel of the trade and plugged 
up a lot of holes in their sandal stock. 
While this part of the country is al- 
ways strong for smooth leathers, quite 
a few of the new tucked leather sam- 
ples showed activity. 

The strong late tendency towards 
bucks and suedes is receiving the seri- 
ous attention of buyers, as this trend 
is cutting into the anticipated fabric 
business. There is a feeling that fab- 
rics will be big in mid-Summer. How- 
ever, white mesh fabrics developed in 
the empire types, particularly those 
backed with contrasting colors, seemed 
important in the better grades. 

There was quite a play on embroid- 
ered linens, sackcloth and rough fab- 
rics, mostly in little ties and some san- 
dals. Many factories who had sold 
practically no mesh previous to Janu- 
ary report real interest in this material. 
New developments in sandals away 
from old center straps attracted many 
buyers. 

At the styles conference presided 





over by President-elect George Baum, 
the consensus of opinion was that every 
woman will have at least one pair of 
all-white shoes. For her extra pair she 
will likely choose chamois red or pink, 
to relieve here previous all-white Sum- 
mer shoe wardrobe. Patent leather in 
many colors and in many combinations 
with kid and fabrics was believed to 
have many interesting possibilities. 

In addressing this meeting, Miss 
Rhea Nichols, fashion adviser of Allied 
Kid Co., counselled merchants to go 
back to the 1923-1927 period. in order 
to understand the style situation now 
before them. Shoe people have a real 
opportunity to make their customers 
shoe conscious, for with skirts getting 
shorter Miss Nichols sees the tendency 
toward broader toes, dressier styles and 
flashier trimmings. She also stressed 
the fact that more shoes would be sold 
when the selling organization knows 
fully as much about styles as do their 
customers. 

Some 400 merchants attended the 
Monday noon luncheon presided over 
by William A. Harris. At this gather- 
ing Miss Nichols gave a graphic il- 
lustrated fashion review. A congratu- 
latory telegram addressed to President 
Harris from President M. A. Mittel- 
man and Manager John J. Holden of the 
National Shoe Retailers Association, 
was read. This wire proferred the ser- 
vices of the national organization and 
extended its good wishes for the success 
of the Texas convention. 

At the business meeting, the trea- 
surer’s report showed a healthy in- 
crease in membership together with a 
satisfactory cash balance. In making 
his speech of acceptance, President 
George Baum set as his goal the dou- 
bling of the membership of the associa- 
tion and promised through his own ef- 
forts to add at least 100 members to 
the roll. 

[TURN TO PAGE 53, PLEASE] 
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A formal flat with openings set slant- 
wise, “sweetly pretty” with Regency 
fashions,—Drapeau red kid, No. 1225 
N, New Castle Division, Allied Kid 
Company. 











/ Mile 


* 


Regency fashions mean bonnets, curls, ruffles—in brief, 
fashions for daytime wear that are definitely formal and 
feminine. They also mean a great emphasis on color, 
from soft pastels to deep brilliant tones. On this page 
are shown two shoes that are feminine because of their 
material, (kidskin), their light patterns, and their gaiety 


of color—typical of the new note in shoe styling, the 
Regency Rainbow! 











* 


A dashing tie, featuring the Regency 
details of polka dots and a lapel 
fastening,—Clipper Blue kid, No. 
1340, with white underlay, New Castle 
Division, Allied Kid Company. 


Shoe designs by HELEN KOZAK 
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SANDAL BY TUPPER, INC. 
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Northampton 
England 


DISP LAY! the Magnet 


That Draws Customers 


Flex-to-Fit Fairy Lasts are the real solution of 
that ever present difficulty of making sales- 
men’s sample shoes look their best. Flex-to- 
Fit Forms when inserted in the shoe hold it 
rigid and firm bringing out the true style, 
shape and smart distinction of each model. 


iz 
Melbourne, Australia 


Flex-to-Fit Fairy Lasts, suitable either for 
sample shoes or for window display are made 
in the following colors:—Lavender, Pink, 


Yellow, Blue, Green, Red, Black and White. 


There is a Fairy Form for every type of shoe in 
the manufacturers line. 


SHOE FORM CO., Inc. 


AUBURN, N. Y. 


Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada 





Paris Frankfort 
France Germany 
Mexico City, Mexico 








To Be a Professional 
Shoe Man 


[CONTINUED FROM PAGE 26] 


the truly professional shoe man who 
is attempting to do his duty. 

Customers should be impressed with 
the importance of their feet and the 
necessity of good quality shoes, and 
should be urged to buy the best they 
can afford. 

In my opinion, a good health shoe 
should be a normal shoe with the nec- 
essary special measurements that will 
accommodate all members of the feet; 
it should be of sturdy construction, 
sufficiently heavy to give protection 
and support and to guide the foot into 
proper balance. It must grip the heel, 
fit snug in the instep to keep the knee 
and ankle at straight angles, and fit 
free enough across the toes to allow 
normal function and circulation. Shoes 
should be deep enough to lend them- 
selves to correction and appliances 
necessary to balance feet. We need 
the short back lasts very badly and 
they should help a great deal to guid- 
ing the feet correctly. 

THIRD—Service. The shoe man 
must give service; that does not mere- 
ly mean that he should fit the customer 
and forget about him or her. A pro- 
fessional shoe man will ask the cus- 
tomer to come back to have the shoes 
serviced, because shoes, like your auto- 
mobile and radio, do wear out and run 











over due to the strain and pressure 
you put on them. 

They should be watched carefully, 
inspected periodically and adjusted so 
that they are perfectly balanced and 
give satisfaction. 

The fitting of health shoes is not 
easy. The customer is too often led 
to believe, because of name and prom- 
ise, that shoes will immediately restore 
balance and give comfort. 

Too often it is the opposite, because 
a foot that is distorted and out of bal- 
ance, when corrected and straightened 
out, must pay the physical law of 
compensation, that is, for every action 
there is a reaction and very often be- 
comes more painful until the correc- 
tion is effective or effected. 

The customer should be advised to 
be patient and to expect these reac- 
tions, otherwise you will have a dis- 
satisfied customer instead of a booster, 
simply because you did not serve effi- 
ciently. 

Part of your service is to recognize 
the gospel and the constant teaching 
of our good instructor, the BooT AND 
SHOE RECORDER, which has been telling 
us—GET MORE SHOES SOLD 
RIGHT. FIT SHOES FOR THE 
OCCASION. 

There is a place for various type 
shoes, such as sports, afternoon and 
evening shoes, but from a_ health 
standpoint you will only render a gen- 
uine service when you see that your 
customer has at least one pair of foun- 





dation shoes, that he or she wear most 
of the time, which will allow and re- 
store normal function to the feet. 

FOURTH — Cooperation with the 
doctor is very essential. You should 
counsel and discuss the patient’s prob- 
lem with their doctor and together 
each doing his part to attain this per- 
fect posture through FOOT balance. 
Too many stores and mail order houses 
have been and are splitting fees, are 
paying commissions to doctors for rec- 
ommending their shoes. This is not 
only unethical but in some states a 
serious violation and malpractice, be- 
cause it influences an unsound recom- 
mendation and is unfair to the patient 
and should definitely be stopped. 

A professional shoe man does not 
have to do this; he relies on his mer- 
its and service; he will do much to- 
ward the progress of his profession if 
he will report every violation of this 
sort to the societies governing the va- 
rious medical branches or to his State 
Medical Board. Ethical men would 
consider this an act of cooperation. 

Now just a word about foot health 
clinics in shoe stores. There is room 
and no doubt will be many such clinics 
associated with shoe stores. This is a 
new field and, as I see it, will be profit- 
able to those who have the necessary 
fundamental knowledge and plan along 
positive lines. Foot clinics should be in 
charge of capable registered doctors of 
the various therapeutic branches of 
medicine, 
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WEAR ’EM AND you KEEP EM 


tomers wants and for what purpose 
they plan to use the shoes. 

“Do they expect the fit and service 
from a dress shoe that they receive 
from a walking shoe? What has the 
customer’s experience been with the 
various heights of heels? Have they 
been satisfied with pumps, straps or 
oxfords? If salespeople would only 
find out from customer just what her 
actual experience has been along this 
line, a greater percentage of two pair 
sales would be made and many com- 
plaints would be eliminated. 

“A tactful salesman who has sold 
a pair of Louis heel dress shoes to the 
customer who usually wears walking 
heels could prevent many a return by 
making the suggestion as we often do, 
‘Now remember us when you want real 
walking shoes.’ ‘While this pair we 
know you are going to use for sitting 
and dress purposes and they will give 
you a great deal of satisfaction if only 
used for the purpose they are in- 
tended.’ 

“We have talked and soid beautiful 
shoes so long and have lost sight of the 
fact that many people are trying to 
make a dress shoe answer the purpose 
of a walking or sport shoe. And many 
of the old heavy babies who still think 
they are young just can’t stand Louis 
heels and be dressed up all the time 
when it comes to feet. 

“Why not adopt the old slogan, 
‘There is a proper shoe for every occa- 
sion’? In other words, you can’t make 
a race horse out of a mule. Or vice 
versa, you can’t make a mule out of a 
race horse and expect results. 

“If every shoe department and store 
would post a sign, as the reading mat- 
ter on the back of my sales check, and 
also remind the customer that the shoes 
cannot be returned after being worn 
by a slip in package and on sales check, 
we would all get farther with the re- 
turn goods evil. Would suggest that 
the NSRA get behind the idea of signs 
in all stores where shoes are sold. 


“Shoes that have been worn or al- 
tered cannot be accepted for re- 
fund, exchange or credit. 


“A pair of hose drawn over new 

shoes will protect the finish of 

soles when trying on at home.” 
E. J. FANNING. 


Fred N. Wells, chairman, Retail 
Trade Shoe Division, Lincoln Chamber 
of Commerce, says: “Just a few weeks 
before your article appeared, we had a 
sign printed for use in our own indi- 
vidual business to read as follows: 


“We want everyone to have a 
comfortable fit—but be sure your 
shoes fit before you wear them.’ 


[CONTINUED FROM PAGE 15] 


“This was done coincident with a 
city-wide campaign to combat the ‘re- 
turned goods’ evil, in which you may 
be interested. 

“This campaign was joined in by 
practically all of the retail stores in- 
cluding department stores in Lincoln. 
Publicity was secured by printing the 
copy of the enclosed advertisement on 
two different publication days of the 
local newspapers, by the use of edi- 
torial and news columns to broadcast 
the same story in the newspapers and 
the use of printed cards carrying the 
same message which were posted free- 
ly throughout the stores. This cam- 
paign was intended primarily to abolish- 
custom of taking out goods on ap- 
proval and holding them for long peri- 
ods of time; but it was also used to 
make it difficult to bring back goods 
which had been worn as you will notice 
in paragraph ‘d’ of the articles. This 
campaign of advertising and education 
is to be repeated at intervals during the 
coming year. It was planned and spon- 
sored by the Retail Trade Sub-division 
of the local Chamber of Commerce; but 
all publicity advertising has _ been 


Looking Southward 


al * _ 
Macy's (and Macy's 


only) presents the new 
Tahitian sandal 


“Coral Reef 
Corker” 


They're cork inside. They're cork 
outside. They have cork heels 
And they were made by America’s 
Cork King—the man who put cork 
sandals on the feet of the fashion- 
ables. In white or natural open 
mesh fabric with closed toe, In 
multicolor fabric with open toe 

not very open—just large enough 
to show a glimpse of a coral toc- 
nail. Sizes 3 to 8. And, remem- 
ber, you'll find them only at Macy's 
If you can't come in, write 
South Shop, Third Floor. a1 
Play Sandal Shop, Second Floor 


+ + + + + + + £ HF + + + + + + HF + + HH F HH H HH HF H OF 
s) 
++ + + + + + + + + + + + + + + + SF F HF F HH HF + HF + HB HF H 


Macy's feature a new sandal of cork con- 
struction called The Tahitian, to wear with the 
new beach costumes of South Sea inspiration. 


signed under the name of ‘Lincoln Re- 
tail Credit Men’s Association’ for the 
reason that we felt that it would be 
more effective coming from that 
source.” 

L. A. MeDal of the I. Miller Salon, 
Cleveland, Ohio, says: “What a boon to 
the shoe retailers if a dream like that 
ever came true—and it can be made to 
come true if all the shoe retailers in 
each city would unite and stand behind 
such an agreement 100 per cent. 

“Our Cleveland association is holding 
a meeting this month and at that time 
I am going to make your article the 
main topic of discusston. It is radical, 
it is true, but fundamentally sound. 

“In our shop the fitting of shoes is 
done with as much care as is humanly 
possible; each fit is personally checked 
by myself or assistant, wherever same 
can be done in a high-grade manner; 
and in spite of all this care, we still 
have worn shoes returned for all the 
silly reasons mentioned in your article. 
Wherever the customer gives us an op- 
portunity to remedy the ailment, same 
can be done very easily, as a rule; how- 
ever, if she insists upon a complete re- 
placement, there is very little you can 
do, because in our shop, as in the ma- 
jority of fine shops—‘The Customer Is 
Always Right,’ right or wrong. 

“You must also take into considera- 
tion the fact that the bulk of most fine 
shop’s business is CHARGED; you have 
of course, numerous times, heard the 
statement—‘Well the shoes are charged 
and not paid for, what are you going to 
do about that?’ 

“What we would like to do or say is 
not printable, but after all, we cannot 
spend $100 trying to collect a $10 bill, 
outside of the unwelcomed publicity 
same would incur. Even the above could 
be cut down, if not entirely eliminated, 
by a united movement, but no one mer- 
chant would like or could afford to be 
a pioneer in a movement of this sort. 

“Your article, at least, will give many 
merchants throughout the country ‘food 
for thought,’ for the worn shoe prob- 
lem has been a big one with all of us. 
Until such a time as ‘If She Wears It— 
She Should Keep It,’ becomes a reality, 
I move we make a slight change in the 
old slogan to the effect, ‘The Customer 
Is Right If She Hasn’t Worn It.’ ” 

Eugene B. Ward, of Morse & Haynes 
Co., Springfield, Mass., says: “In my 
opinion, if this policy should be adopted 
and religiously enforced it would prove 
the most beneficial thing that has hap- 
pened in the past 50 years. The abuses 
set forth in your article have crept 
upon us so insidiously during the past 
20 years that the harm done to both 
merchant and consumer is almost in- 
calculable. One phase which is passed 

[TURN TO PAGE 45, PLEASE] 
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3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 








The Place of Trade Associations 


| paws importance of trade associations as a means of 
assuring self-regulation in business is emphasized in a 
statement adopted by the U. S. Chamber of Commerce 
in a report from its trade association department com- 
mittee. This statement reads: 

The continuance of trade associations, and more particularly 
their continuance as voluntary organizations, is vitally necessary 
in the interest of self-government and self-regulation in industry, 
and in such form and in such manner they can serve an important 
and indispensable part in promoting the recovery program. The 
establishment of sound and beneficial policies in industry and 
the solution of its major problems must rest largely upon industry 
itself. These aims can best be accomplished through continued 
utilization by industry of the services of voluntary trade associa- 
tions. The extension and coordination of such cooperative effort 
in the public interest should be furthered by industry. 


The committee expressed the opinion that many of the 
activities carried on by code authorities are valuable and 
beneficial and the benefits accruing therefrom should be 
retained by and available to industry, but it was pointed 
out that code authorities are limited in their field of 
activities and that they are under government control and 
supervision. Respecting the functions of trade associa- 
tions the committee said: 

The experience of the past two years has demonstrated 
conclusively that voluntary trade associations have a vital 
and essential purpose in promoting and maintaining 
industrial self-government. 

Research and promotional work, the extension of efficient man- 
agement, and the establishment of fair trade practices, the col- 
lection and dissemination of facts relating to the particular 
industries, and, in general, the proper consideration of economic 
subjects constitute essential and proper activities of trade asso- 
ciations. 

Associations can prepare and present to their members, 
to legislators, governmental officials and the public, 
authoritative information, useful in tending to combat 
unfair legislation and unfair business practices. 





N.S.R.A. Membership Vital and Valuable According to 
These Letters from Progressive Retailers: 


You have assured me that the N.S.R.A. is alive to the needs 
of the smaller retailers. I am enclosing my check for dues for 
the year 1935, and I hope to continue a member as long as I am 
in the business. 

May I suggest to you the old worn thought that you keep on 
trying to reform the rubber footwear industry. Make them sell 
their product as all other footwear products are sold—by placing 
a real honest price on each pair of shoes so we can feel assured 
that we are paying the same price as our competitor is paying. 
Also that they make their prices in July rather than January. 

Sincerely yours, 
(Signed) Josep F. Coscrove, 
D. W. Cosgrove & Co., Mazlboro, Mass. 


I gladly enclose my five dollars for a year’s membership in the 
National Shoe Retailers Association. In my estimation the great 





A United Voice for Retailers 


RETAILERS, large and small, will speak with a united voice 

on such questions as hours, wages, taxation, unemployment 
insurance and old age pensions through the recently reorganized 
Retailers’ National Council. This organization, through which the 
efforts of 11 national retail associations will be coordinated, is 
prepared to present the merchants’ views on many of the problems 
which will come before this Congress. Its members feel that the 
retail trade can play an important part in recovery. To this 
end a program has been drawn up by a committee on which 
were Herbert P. Sheets of the National Retail Hardware Asso- 
ciation and chairman of the Council; Allen Sinsheimer of the 
National Retail Clothiers and Furnishers Association; Harold 
Young, Washington representative of the National Retail Dry 
Goods Association, and Paul H. Nystrom, president of the Limited 
Price Variety Stores Association. 

The Council itself is made up of representatives of its 11 
member organizations: National Shoe Retailers Association, 
National Association of Retail Grocers, National Association of 
Retail Druggists, National Retail Hardware Association, Limited 
Price Variety Stores Association, National Retail Furniture Asso- 
ciation, Mail Order Association of America, American National 
Retail Jewelers Association, National Retail Dry Goods Associa- 
tion, National Council of Shoe Retailers and the National Asso- 
ciation of Retail Clothiers and Furnishers. 





The Rise of Quality 


RETAILERS all over the country are being forced by the con- 
sumer to pay considerably more attention to quality standards 


. than has been the usual practice during the past five years. 


Selling price is not as easy as it was. The consumer is now 
examining and judging merchandise on quality standards. 
“Hurrah” sales are not pulling the way they were and that 
intangible thing—intelligent fitting service—is a matter of expense 
but many retailers are beginning to find that if they are to 
survive it is something they must give their customers. 

Much has been said regarding the professionalizing of the 
fitting of shoes and it is bound to gain momentum through the 
years. 

Much has been said regarding sub-standard merchandise and 
these statements have all served to make many in the industry 
conscious of the fact that they have got to put something into 
this industry, of which they are a part, and not endeavor to 
take everything out. 

Many things have happened in these 12 months and from an 
Association standpoint, it seems that progress is now being made. 

JOHN J. HOLDEN 








army of small retailers like myself do need badly an organization 
that will be ever alert and watchful and sincerely interested in 
protecting the interests of shoe retailers. I happen to know of 
work that the National has done for the Shoe Retailers that 
has already saved them one hundred times the cost of a year’s 
membership. 

If every shoe retailer in America would affiliate himself with 
the National, in five years’ time the retail shoe business would be 
more profitable for all engaged in the industry. 

Very truly yours, 
Mose Lersow!tTz, M and L Shoe Store, York, Pa. 
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The Quality Note in Big 
City Merchandising 


By HAROLD R. WILLIAMS, Buyer 
Bergdorf & Goodman Co., New York 


UALITY to me has 
always been a rather 
indefinite word. There is 
$2.00 quality, there is $4.00 
quality, there is $10.00 
quality, and better. To at- 
tempt to give a comprehen- 
sive résumé of the develop- 
ment of quality footwear, 
within the span of one life- 
time, would take a great 
‘deal of time, so I shall 
reminisce a bit. 

The development of qual- 
ity footwear within the past 
twenty years has been really amazing. Very fine bench 
qualities have not changed, it is rather in what I would term 
the “middle price brackets” that the greatest development 
has occurred. In spite of the fact that, in the past four or 


HAROLD R. WILLIAMS 


five years, there has been a tremendous tendency to “trade 


down” and cheapen things, much progress has been made in 
that time. It is only recently that the average shoe store has 
maintained or made any pretense of maintaining a complete 
range of sizes. Of course, in the old-line high-grade shops, 
a full range of sizes was kept, and even these stores marked 
their shoes so that the customer could be “taken in.” In the 
ordinary shop, one or two widths, and these usually wide, 
was the rule, but today even the neighborhood shoe shop 
boasts of carrying from AAA to C, from two and one-half to 
nine, in stock. 

Little is taken for granted in the modern shoe factory or 
retail store today. Ideas, patterns, or lasts must show that 
they have a definite place before they are adopted. The old 
order of hit-or-miss has passed and today practically all 
shoes, made by reputable factories, fit. I have seen a dozen 
or more samples made of a shoe before it was deemed good 
enough in fitting qualities to pass on to the stores that had 
purchased that model. 

Another advance in quality that must be classified with 
“The Development of Quality in Footwear” is the type of 
young man who is taking up the shoe business. A score of 
years ago, store clerks were spoken of in a contemptuous 
way. It seemed that one could get no lower in the scale of 
human living, and the shoe clerk was designated as one who 
was just a féw degrees above the level of a worm. 

Today shoe fitting is almost a profession and I believe that 
within the next ten years it will still further advance, and 
that young men and women will take up courses in schools 
and colleges to fit them for the profession of “Shoe Fitters.” 





Salutatory Excerpts 


Convention participants send their good wishes and tell 
of their good fortune at the Retailers Convention. 


I take this opportunity of congratulating your organization and 
your own good self in behalf of the United States Shoe Corpora- 
tion in this fine work. More power and greater returns for the 
National Shoe Retailers Association in 1935. 

(Signed) A.B. Conen, The United States Shoe Corporation 


I take this opportunity to congratulate you and your associates 
on the splendid manner the Convention was handled. We were 
more than pleased and consider it one of the most successful 
we have every attended. 

(Signed) W.H. Wemyss, Jarman Shoe Company 


. . . I want to go on record stating that this was the most pro- 
ductive show so far as sizes are concerned it has ever been my 
pleasure to participate in. 

(Signed) Morcan Grossman, Morgan Grossman, Inc. 


Last of all, but most important, you had a sizable retail 
attendance and we did business. You and your associates are 
to be congratulated. 

(Signed) Paut MacBrive, Milford Shoe Company 


The shoe show held by the National Shoe Retailers Association 
at the Hotel Commodore was the best we have ever attended in 
ten years, as far as the number of pairs of shoes sold and buyers 
looking at our line. I wish to compliment you most highly on 
the way this particular show was run. 

(Signed) W. L. Knipe, Knipe Bros., Inc. 


I want to take this opportunity of congratulating you on the 
show at the Commodore. I have been attending shows for many 
years and can honestly say it was the best conducted and one 
of the most satisfactory shows I have ever attended and you and 
your associates surely deserve a lot of credit. 

(Signed) Frank Quiciey, Conrad Shoe Company 


Regarding our reactions from the Show, we want to say we 
had a nice business; in fact, it was the best Show we have ever 
attended in New York in the way of orders. 

(Signed) J. G. Jones, Jr., Rice-O’Neill Shoe Co. 


. .. I wish to advise that the business we received at the New 
York Show was very satisfactory, also the contacts made will 
probably develop into future business. 

(Signed) J. E. Incram, Tweedie Footwear Corporation 


. . . I wish to advise you that our participation in the N.S.R.A. 
Convention at the Commodore Hotel this month was not only a 
most pleasant endeavor, but likewise a very profitable one to 
both my firm and myself. 

(Signed) Larrie H. Sass, Johansen Bros. Shoe Co. 


We have attended a great many of these Conventions, but 
honestly feel more satisfied with this one than with any of its 


predecessors. 
(Signed) F. W. Suaytor, C. B. Slater Company 


I.am thoroughly convinced that this is one show which was 
run strictly for the benefit of exhibitor and retailer and for no 


one else. 
(Signed) Bengsamin D. Scuwartz, Schwartz & Benjamin, Inc. 
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for COMFORT. 


avoid wrinkled toe -linin gs 


The toe of a well made shoe 
should be smooth inside as well 
as outside. 

Manufacturers use Celastic Box 
Toes because they are flexible 
at the tip line . . . and shoes so 
made are free from wrinkled or 


drooping toe linings. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, 


NATIONAL NEWS 


February 9, 


1935 


Page 41 


What's Doing In the Shoe World 


SATURDAY, FEBRUARY 9, 1935 





While Big Blizzard Grips North 


Charles Bourget and Fred Faulkner of the Commonweath Shoe & Leather Co. 
look on the sunny side of the picture as photographer snaps them in the Palm 
Garden of the Roney Plaza Hotel, Miami Beach, Fla. 





Oklahoma City Officers 


OKLAHOMA City, OkLA. — Newly 
elected officers of the reorganized Okla- 
homa City Shoe Retailers Association 
are as follows: President, W O. Early, 
shoe buyer at McEwen-Halliburton 
Co.; vice-president, James O’Rourke, of 
Foot Health Headquarters; treasurer, 
Gilpin Stumpff, of Fezler Shoe Store; 
secretary, W. E. Ecton, of Ecton’s. 

Meetings are to be held the second 
Wednesday of each month. A program 
full of highly important subjects of 
interest to all retailers is being formu- 
lated by the officers. The stand spon- 
sored by Boor AND SHOE RECORDER 
relative to the correction of the evils 
of returned merchandise will be taken 
up at the next meeting. Other matters 
which will occupy the attention of this 
association in its endeavor to improve 
local retail shoe conditions will be the 
regulating of sale periods, the city- 
wide opening of shoe selling seasons 
and other vital merchandising prac- 
tices. 


An innovation in local association 
work will be a joint meeting of shoe 
retailers and repair men, who together 
will sponsor the campaign in which 





SET JAN. 5-9, 1936, FOR 
N.S.R.A. CONVENTION 


"The Board of Directors of the National 
Shoe Retailers Association announce the 
dates for the 25th Annual Convention as 
January 5th to 9th, 1936," according to an 
official statement by Manager John J. Holden. 

"This is in keeping with their usual dates for 
convention time, as they have held these con- 
ventions during this corresponding week of 
each year. 

"Announcement of these dates is being 
made early so that other associations planning 
to hold conventions in various parts of the 
country can make their arrangements so that 
convention dates will not conflict. 

"The Convention Committee is now con- 
sidering the selection of a city for the event, 
and announcement of this decision will be 
made shortly." 





the public will be educated in the ad- 
vantages of wearing better shoes. 

A full delegation of Oklahoma City 
shoe merchants attended the Fort 
Worth convention, at which time plans 
were made to organize all the shoe re- 
tailers of Oklahoma into an aggressive 
state-wide association. 


Excelsior Shoe Co. to Liquidate 


PorTsMouTH, OHI0O— Following a 
meeting of the board of directors of 
the Excelsior Shoe Co., oldest shoe 
manufacturing concern in Portsmouth, 
it was announced that the company 
will be liquidated at once. The liqui- 
dation will be under the charge of 
James W. Bannon, president of that 
company; Col. A. L. Mercer, president 
of the Vulcan Corporation and James 
D. Williams, a stockholder. 

The directors specified that an 
equitable adjustment must be made 
between the preferred and common 
stock. The company has 1898 shares 
of preferred stock and 48,615 shares 
of common stock outstanding. In re- 
cent months the company has been em- 
ploying about 350 persons. Previously 
it had a larger payroll and covered 
the United States with its traveling 
salesmen. 

Recently the Williams Manufactur- 
ing Co., makers of shoes, puttees, belts 
and leather articles have leased a 
large part of the seven-story factory 
building. The company was organized 
in 1889 and expanded rapidly until 
1918 when it occupied the present fac- 
tory. It had a floor space of 152,000 
square feet. 


New Code Administrator 


WASHINGTON, D. C.—Following pro- 
test by boot and shoe workers’ or- 
ganizations, Col. Harry Berry was 
ousted from his position as deputy 
NRA administrator in charge of the 
shoe code, last week. Col. Walter 
Mangum succeeded him. 

The workers claim Col. Berry sought 
to defeat the objectives which prompted 
the recovery administration to call pub- 
lic hearings on suggested code amend- 
ments. They claim he advised employ- 
ers against taking part in negotiations 
to this end. ; 

Colonel Berry has been assigned to 
another division of the NRA, having 
jurisdiction over codes for the textile 
and related industries. 
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key to the STA-TITE idea 


Panco Sta-Tite—a pioneer among the so-called “nailless” heels 
—employs a light, yet rigid wire mesh, embedded just below 
the surface of the back of the heel. Into this mesh, nail heads 
set firmly, exerting their pressure over the entire area of the 
mesh—causing edges of heel to fit snugly at all times. Wearing 
thickness is far greater than that of any other type heel. Panco 


Sta-Tite is a superior heel—yet costs no more than any good 


quality heel. 


PANTHER PANCO CO. CHELSEA, MASS. 





Sign Posts to Progress 


[CONTINUED FROM PAGE 19] 


more corrective advertising but sells 
more style shoes. Even at that, he 
believes he is on the right track be- 
cause people have had a lot of foot 
trouble, due to the cheap shoes they 
bought, and as times are now getting 
easier and price is not as important 
as it was, the first shoes many people 
will buy will be something of a sensible 
nature, having some corrective feature. 
This is one of the stores that prides 
itself on selling the customers what 
they want when they want it and as 
they like to be sold. As a result, Mr. 
Kelly points out, their trade is sold 
exactly right to start with, not only 
as to size but for color and type. 

During the 1930 to 1933 period, the 
Marks Isaacs shoe department lost less 
business than any other department in 
the store because the buyer, E. P. 
Hymel, had his department pretty well 
stabilized. True, - the department 
showed a sales loss from June, 1932, 
to December, 1933, but during the year 
of 1934 it showed a decidedly healthy 
increase. This department has several 
times drastically changed its entire set- 
up, relative to types of shoes and 
prices. Hymel believes that doping out 
public buying habits in advance is of 
much more importance than forecast- 
ing styles and sizes. The latter is just 
a matter of routine and checking, 
while the former is the result of in- 
dividual study. 

In no town during my travels have 
two former shoe men achieved such 
success as have James F. Kennedy and 
Seymour Weiss, right here in New 
Orleans. And both now in the hotel 
business. Many years ago Mr. Ken- 
nedy came to New Orleans from Bos- 
ton to take charge of the Monteleone 
shoe factory. When the factory closed 
he assumed charge of the Monteleone 
retail shoe store. And naturally gravi- 
tated to the head of the Monteleone 
Hotel, as he had married the pro- 
prietor’s daughter in the meantime. 

Years ago I knew Seymour Weiss 
when he was selling shoes on the floor 
of the old Crossett shoe store at the 
corner of Canal and St. Charles 
streets. When the store closed in 1926 
he was manager, but he decided to 
become a hotel man. Now he heads 
the corporation which controls the 
great Roosevelt and Bienville Hotels. 

Colonel Weiss deplores the lack of 
good shoes being sold in New Orleans. 
He still has shoes at heart, possibly 
the “Curse of the Cobbler” is on him. 

A New Orleans survey which showed 
that there were 15,000 people who were 
buying shoes at $10.00 and over, influ- 
enced Col. Weiss in building the “Blue 
Room” in the Roosevelt. This room, 
the colonel claims, has been the best 
stimulant for selling more good shoes 
and clothes than any other agency in 


-the city. 
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STYLE #1129 


1935 


White Nubuck Ghillie 
tle, Blue sole welt and 
binding, Drill lined. 

Siz 3-9, Widths 


AA- 


AST year the superior construc- 
tion, quality and durability of 
Evans Hy-Lo oxfords distinguished 
them in a flood of hastily-designed, 
crudely-made Cuban-type sports 
oxfords. 
Advance reports from winter re- 
sorts indicate a strong preference 
for suitability and value rather than 
novelty in this type of footwear. 
Leaders last year—further improve- 
ments in construction make Hy-Lo 
oxfords better-fitting, better-look- 
ing, better-wearing and better value. 
Notable in the styling of this new 
line are the smart color combina- 
tions carried out in crepe welts and 
fabric trim—the use of pigskin, 
buffalo and other novelty grain 
leathers. 
We urge you to see and order this 
new, sensational, improved sports 
shoe now to avoid disappointments. 
Write us today! Folder just off the 


press. 


EVANS' 


SONS CO. 
WAKEFIELD, MASS. 





°C, $2.40. 
Made to order only. 


STYLE #1357 
In Stock White Elk 
Oxford, Neutral sole 
welt, drill lined. ey 
my Widths AA-C 


Also stocked in 
oe “elk and brown 


STYLE #1136 
White Nubuck Monk 
Oxford, Neutral sole 
welt. Full es = 
lined. Sizes 

Widths AA-C, $2. 0. 
Made to order only. 


STYLE #1369 
In Stock White = 
Oxford, Tan calf pe 

forated saddle Leather 


Also stocked ith 
white calf and black 
calf saddles. 


NEW 


IMPROVED 


OXFORDS FOR WOMEN 


in ‘alae and 
novelty leathers 
at lower prices! 


OXFORD 
FOR ALL SPORTSWEAR 


New cut out 
display in 
two colors and 
newspaper 
mats are 
ready. Start a 
Hy-Lo promo- 
tion early and 
get some 
Southern 
travel busi- 
ness. 
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Women's Shoes 
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KUSH-IN-EZE 


HAND TURNED 


FOOTWEAR 
IN STOCK 
No. 202 Black 
Kid $2.00 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 





Over 90 Numbers of Gold, Silver 
and Fabric Sandals In-Stock 


Send For Our New Bulletin 


Moonbeam 


1494 White Kid B 
1500 Black Faille Silv. Kid Tip & T Strap.. 2. 
1502 White Faille, Silv. Kid Tip & T Strap.. 2. 
4188 Black Faille, Satin Stripping ......... 2. 
4190 White Faille 


AAA to C Widths 
Terms 2%, 10 days, Net 30. F. O. B. Factory 


HANNAHSONS - Haverhill, Mass. 

















Craddock-Terry Shows Progress 


LYNCHBURG, VA.—The annual report 
of Craddock-Terry Company, Lynch- 
burg, Va., showed. a net operating 
profit of $120,606.30 in 1934, and for 
the first time in many years the com- 
pany “does not owe for any borrowed 
money.” . 

This report was made public at the 
meeting of the stockholders. At this 
annual session the stockholders re- 
elected the board of directors, composed 
of John W. Craddock, Sr., chairman; 
George P.- Utley, John A. Faulkner, 
H. A. Wells, J. T. Noell, Jr., David H. 
Dillard and T. G. Hobbs. The board 
of directors reelected officers of the 
company, as follows: Mr. Utley, presi- 
dent; Mr. Faulkner, vice-president and 
treasurer; Mr. Wells, controller and 
secretary; R. H. Cox, assistant secre- 
tary. 

President Utley said in his report 
that net sales to customers for the year 
1934 were $6,982.857.97, as compared 
with $7,867,108.31 for 1933. 

The present management became ac- 
tive in the business early in December, 
1933 (at which time they lined up a 
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Guess What They Talked About 


Shock troops of the P. W. Minor & Son executive and sales organization as they 
went into action at a recent conference at the Minor factory in Batavia, N. Y. 
Teamwork is the first principle in Minor policy, and when there's an important 
question of style or merchandising up for decision, department heads sit down 
around a sample table and thresh it right out. Left to right, LeRoy E. Phelps, 
secretary and credit manager; Charles B, Taft, advertising and sales promotion 
manager; Morris E. Minor, vice-president and superintendent; Charles R. Switendick, 
sales manager and purchasing agent; Henry H. Minor, president and treasurer. 





new organization, eliminating many 
department heads and others, as well as 
effecting many economies), and were in 
full stride by February. 

The deficit was decreased approxi- 
mately $283,000, largely by following 
up old accounts receivable and recov- 
ering a large portion of the reserve set 
up in 1933 for loss on bad accounts, 
in addition to the net profits for the 
year 1934. 

Mr. Utley concluded his report: 

“The management of your company 
faces the year of 1935 with a great 
deal of optimism, believing with the 
personnel of our company organized as 
it is, and the management watching 
every item of expense as closely as we 
are, that under normal conditions for 
the year of 1935 we will be able to 
make a satisfactory showing both as 
to volume and profit.” 


Sales Up Million and a Half 


Cotumeus, On10—Total sales of the 
Schiff Company for the year 1934 were 
$10,890,725 compared with $9,376,018 
for the previous year, making a gain 
of 16.15 per cent. Sales for the month 
of December, 1934, were $1,310,452 
compared with $1,071,882 for the cor- 
responding month in 1933, a gain of 
22.25 per cent. At the start of the 
year there were 202 units and at the 
close 233 units, a gain of 31. 

Latest units opened are: Department 
in Newberry Store, Providence, R. I., 
managed by Carmen DeBonis; depart- 
ment in Boston Store, Chicago, man- 
aged by A. R. Masek; department in 
the Dawson-Walluck Store, 8200 Chi- 
cago Avenue, Chicago, managed by 
Louis Brill, and a separate unit at 518 
Main Street, Johnstown, Pa., managed 
by Morris Simon. 


Hiding the Hides 


WASHINGTON, D. C.—The Federal 
Surplus Relief Corporation has let con- 
tracts for the storage of 8,550,000 lbs. 
of cured hides and skins from slaugh- 
tered drought cattle to two New York 
firms and two in Pennsylvania. 

The cured skins and hides, owned by 
the FSRC, will be shipped from the 
packers’ plants and stored for an in- 
definite period in the warehouses, being 
kept off the market to prevent a glut. 

The corporation through its presi- 
dent, Harry Hopkins, awarded the con- 
tracts to the Middleport Cold Storage 
Company of Middleport, N. Y., to store 
2,250,000 Ibs. of hides and skins; to the 
General Ice Cream Corporation of Erie, 
Pa., to handle 1,500,000 lbs.; the Union 
Storage Company of Erie, Pa., to 
handle 3,000,000 lbs.; and the Lyndon- 
ville Ice and Cold Storage Company, 
- geiaaiiaa N. Y., to handle 1,800,000 
bs. 


Philco at Bangor 


BANGOR, ME.—The Philco Shoe Co., 
of which Philip Lown is manager, is 
starting the manufacture of women’s 
shoes here, and is looking forward to 
large scale production, possibly 10,000 
pairs daily. The company has moved 
here machinery and equipment which 
it formerly operated in Salem, Mass. 

The city has appropriated $35,000 
for starting a shoe school and about 
800 have applied for admission to it. 


New Panor Manager 


OMAHA, NEB.—L. Peck, has been ap- 
pointed manager of the Panor Shoe 
Shop, 217 South Sixteenth Street, 
Omaha, Neb. He has been in the re- 
tail shoe business for eight years. 
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“WEAR 'EM and 
KEEP EM" 


[CONTINUED FROM PAGE 37] 


over lightly and should be emphasized, 
is that it is in most cases wrong to 
blame the fitter unless the customers 
placed themselves unreservedly in the 
hands of the shoe man and accepted his 
advice about the type of last best 
adopted for their requirements, and this 
rarely happens. 

“So long as eye-fitting instead of 
foot-fitting goes on, women will con- 
tinue to complain about discomfort and 
the most obdurate woman when being 
fitted is usually the first to complain 
when the shoe that pleased her eye 
(while foot was on the fitting stool) 
fails to give the comfort she wanted 
when walking or standing. 

“T hope the merchants have endured 
this abuse long enough to now remon- 
strate in a very decided manner so all 
may reap the benefit by stamping out 
this pernicious custom.” 

William A. Geuting of Philadelphia 
says: “I have seen to it that every re- 
sponsible member of our organization 
has read ‘If she wears it she should 
keep it.’ I subscribe to this criticism 
100 per cent, and am willing to co- 
operate in a united effort to overcome 
this expensive and demoralizing evil; 
but little progress will be made with- 
out this cooperative effort. 

“We are compelled to make good 
with customers because our competitors 
do so, and I am afraid it is going to be 
very difficult to get wholehearted co- 
operation for this movement, although 
I think it is possible. 

“For the past year we have in- 
structed our salespeople, after a shoe 
has been selected, to tell the customer, 
‘Madame, I have fitted you in accord- 
ance with my very best judgment. It 
is my opinion that this shoe will be 
comfortable for you, but the final de- 
cision as to its comfort rests with you. 

“‘*You have the privilege of taking 
these shoes home and trying them 
around the house, on a carpe‘ed floor, 
for several days, to assure yourself 
they are correct. 

“Tf they are not comfortable you 
may then return them to us, provided 
they are in salable condition. If, how- 
ever, after this test you decide they are 
correct, and then wear them and find 
them uncomfortable we can not be held 
responsible.’ 

“In spite of this precaution we still 
must make good. 

“I am only mentioning this to indi- 
cate to you that we recognize this evil 
and are trying to be firm about over- 
coming it. 

“I wonder whether a rule forbidding 
us to replace worn shoes could not be 
made mandatory by putting it in the 
Retail Code? If this could be accom- 
plished it would solve the problem.” 


1935 
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Attractive Shoe Store Interior 


BARTLESVILLE, OKLA.—It was five 
years ago that D. V. Swing remodeled 
his shoe store, and even now he has 
many interested visitors who compli- 
ment him-on this most attractive in- 
terior. The store has “worn well” 
with the trade and with the proprietor. 

In most stores the shelving and shoe 
cartons are dominant. It will be no- 
ticed in this store that the shelving is 
flush with the walls, so has a harmon- 





ized, streamlike appearance. The coned 
ceiling is much more attractive than 
appears in the photograph and does 
away with the usual ceiling angles. 
Acoustics in this store are perfect. The 
room is just a concrete tunnel, finished 
with celatose, so is warm in the Winter 
and cool in the Summer. 

The shelving holds 4000 pairs of 
shoes which is enough for any town of 
15,000 people. 





New Exclusive Los Angeles Shop 


[CONTINUED FROM PAGE 28] 


marble in antique green and is flanked 
on either side with a unit-display win- 
dow three feet square and 16 inches 
deep. The two display. windows that 
are parallel to and flush with the side- 
walk are of similar size and design, 
the green marble continuing as a 
street-face surface. 

This same type of window in the 
Huggins’ fine shop at Pasadena has 
proved its value to the owners. It per- 
mits of very individualized unit dis- 
plays and because of its small cup- 
board-like size can be left illuminated 
all night without piling up high elec- 
trical costs. Night lighting is con- 
sidered valuable on this street, as a 
recent census has proved that Wilshire 
Boulevard leads the world in the num- 
ber of automobiles using it during the 
24-hour period. 


Delightful Interior 


The shop presents one of the smart- 
est interiors in the city, the architect 
and interior decorator seeking to give 
an atmosphere of restful elegance and 
a subdued modern motif than can not 
be classed as modernistic. 

The carpeting is in platinum gray 
broadloom, the walls are done in a 


mildly glowing citrus yellow, while the 
ceiling is in off-white. 

The woodwork as well as all chairs 
and davenports is in natural pearwood 
finish. Upholstering is in brown al- 
ternating with chartreuse, the material 
being either plain or striped mohair. 
There is a touch of metal here and 
there in the ash-tray stands and side 
display stands. 

Semi-circular wall display cabinets 
built around the pilasters are new and 
different in design. Illumination in 
the glassed-in portion seeps in through 
opalescent panels at the back. This 
plan gives a subdued light that shows 
the merchandise at the best possible 
advantage. General illumination for 
the interior is entirely indirect and 
emanates from electric lights concealed 
in the upper spaces of these wall 
cabinets. A 500-watt lamp in each 
projects its rays to the white ceiling 
where it is refracted in almost perfect 
diffusion to all parts of the store. 

The new Huggins’ shop in Pasadena, 
opened a year ago, is of similar design 
and features only quality merchandise. 
It has been an outstanding success 
since the day of opening and has al- 
ready claimed an unquestioned prestige. 
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Frank W. Lord 


Boston, Mass.— Frank W. Lord, 
aged 55, died suddenly Jan. 22 from a 
heart attack at his home in Brookline, 
Mass. 

Mr. Lord was born in St. John, 
N. B., and at an early age took up his 
residence in Somerville, Mass. After 
finishing the public schools, he entered 
the shoe business as a salesman for 
Hill & Green and later became associ- 
ated with Field & McGuire, H. B. 
Goodrich Co., Cushman & Hollis and at 
the time of his death was a member of 
the firm of the Regent Shoe Co. 

Besides holding membership in the 
Boston Shoe Associates, Mr. Lord was 
a past president of the Boston Shoe 
Travelers Association. 

Burial was in Fairmount Cemetery. 


Paul J. Schmidt 


DeTrRoIT—Paul J. Schmidt, veteran 
Detroit shoe merchant, died Sunday, 
Jan. 13 at his home here from pneu- 
monia, after an illness of one week. He 
was at one time one of the best known 
business men in Detroit. 

He was born in Rostock, Germany, 
March 25, 1869, and moved to this 
country when a small boy, with his 
family, living as a youth in new Bal- 
timore, Mich. He came to Detroit, 
where he received his high school edu- 
cation in night school. 
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_.John Anderson Heads Northwestern 
H. S. McIntyre Honored With Election for 


Fifteenth Consecutive Term as Secretary 


MINNEAPOLIS, MInN.—John Ander- 
son, of Carroll, Iowa, is the new presi- 
dent of the Northwestern Shoe Retail- 
ers Regional Association, having been 
chosen at the recent convention here 
to succeed Roy Sorenson of St. Paul. 
H. S. McIntyre of Minneapolis was 
chosen to serve his 15th term as. sec- 
retary-treasurer. 

Each of the five states represented 
at the convention elected a vice-presi- 
dent and director of the regional or- 
ganization, as follows: 

South Dakota—FEarl Guessford, 
Sioux Falls, vice-president, and Harry 
Lampe, Huron, director. 

Iowa—Carl Heggen, Des Moines, 
and Charles Harstad, Sioux City. 

North Dakota—J. W. Samuelson, 
Minot, and Eli L’Esperance, Grand 
Forks. 

Minnesota—L. S. Wood, Mankato, 
and L. B. Smith, Pipestone. 

Wisconsin—E. A. Rice, La Crosse, 
and W. P. Koch, Osceola. 

Mr. Sorenson, retiring president, be- 
comes director-at-large. 

The_ convention was a decided suc- 
cess, according to Secretary McIntyre. 
There was a record number of lines 
on exhibit and attendance of merchants 
was the largest in the last 10 years. - 

The merchants reported business in 
1934 averaged 15 per cent greater than 
the previous year and expect the first 
six months of 1935 to exceed the first 
half of last year, McIntyre said. 

L. L. Imig, president of the National 
Shoe Travelers Association, was one of 
the many representatives of the shoe 
traveling fraternity in attendance at 
the Minneapolis meeting. 

The association voted to approve ap- 
pointment of a committee to consider 


forming an auxiliary ‘in, but distinct 
from, the shoe association for the pur- 
pose of “pool” buying. -Membership in 
the auxiliary would be confined to as- 
sociation members and would number 
about 1500 retail shoe retailers in five 
Northwestern states. 

Endorsement of the Federal Trade 

Commission’s recommendation on quan- 
tity discounts and of the proposed buy- 
ing group idea was the outgrowth of an 
executive session devoted to the dis- 
cussion of alleged abuses in the in- 
dustry, particularly as pertaining to 
the rubber footwear situation where 
it is claimed the independent shoe mer- 
chant can buy rubber footgear from 
mail order houses, at retail, cheaper 
than he can buy from the manufac- 
turers even after taking advantage of 
all possible discounts. The Federal 
Trade Commission resolution was as 
follows: 
_ We do endorse the recommendations 
made by the. Federal Trade Commis- 
sion in its recent report to the effect 
that quantity discounts shall be no 
larger than the actual savings in sell- 
ing costs, and 

“That we urge the support. of the 
commission’s recommendations by the 
Senators and Representatives from our 
several states. 

Copies of the resolution are to be 
sent to every other shoe association 
in the country, to the trade commis- 
sion to the NRA and to Senators and 
Representatives from the Northwest 
states. 

Members of the grievance committee, 
which heard the retailers’ complaints 
during the three-day convention, were 
named on the committee to push the 
auxiliary project. 





He began his business career as a 
salesman with the well known Valpey 
Shoe Company in Detroit, staying there 
for three years, and establishing his 
own business in 1894 on Michigan Ave- 
nue. 


Arthur E. Burns 


Detroit—Arthur Eliot Burns, well 
known Detroit shoeman, died Saturday, 
Jan. 12, after a week’s illness. His 
death and that of Paul J. Schmidt left 
two important vacancies in the ranks 
of Detroit shoe veterans within a week. 

Mr. Burns was born in Detroit, Oct. 
21, 1880, and raised in the city, living 
here most of his life. He started his 
shoe career as a salesman in various 
stores in Pittsburgh and New York, 
and returned to Detroit, with the Queen 
Quality Shoe Company for sometime. 

Later he left the Queen Quality, to 
go with the R. H. Fyfe and Company, 
starting as wrapper and doorman, and 
following the Horatio-Alger-like career 
of other men in the Fyfe organization, 


finally becoming general manager of 
the store, after several years. 

Mr. Burns then went into business 
for himself, 18 years ago, opening a 
store on Griswold and Grand River 
Avenues, which he closed five years to 
the day before his death. He soon re- 
opened a store half a block up Grand 
River Avenue, and remained a down- 
town shoe merchant up until last 
March, when he retired. 


H. W. Byers 


Fort WortH, TeEx.—H. W. Byers, 
58, traveling salesman for a Dallas 
shoe firm, died at his home, 2201 
Washington Avenue in Fort Worth, 
Tex., Jan. 26, after a two weeks’ ill- 
ness. Mr. Byers was manager of the 
shoe department at Meacham’s store 
here for 19 years, before joining the 
Dallas firm. In 1929 he was a vice- 
president of the Texas Shoe Retailers 
Association. He had been a resident 
of Fort Worth 22 years. 
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“How nice 


they look inside!” 


Successful retailers know 
that the inside as well as the 
outside of a shoe must be neat 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is furnished in white, gray, fawn 


and other appealing colors. 


REG.U.S. PAT.OFF.. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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$1.45 
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Lape Addresses Osteopaths 


CoLuMBUs, OHIO—With an attend- 
ance of 62 well-known osteopaths and 
orthopedic practitioners from 20 states, 
a post graduate course in orthopedics 
was given three days, Jan. 19 to 20 at 
the Deshler-Wallick Hotel, under the 
auspices of the Lockwedge Shoe Cor- 
poration of America, distributors of 
the W. M. Locke line of corrective 
shoes, 

The course was under the charge of 
Dr. Harold E. Clybourne, past chair- 
man of the food division of the Ameri- 
can Osteopathic Association. He was 
assisted by Dr. J. B. Leonard, Detroit. 

The three days’ session was given 
over to all features of foot correction, 
such as padding, bandaging, osteope- 
dics, etc. At a luncheon early in the 
course talks were made by Arthur 
Evans, of the Columbus Chamber of 
Commerce, and H. N. Lape, Sr., presi- 
dent of the Julian & Kokenge Co. The 
Julian & Kokenge Co. manufactures 
the women’s line of Dr. Locke shoes. 
During the afternoon of Jan: 18 a tour 
of the Julian & Kokenge factory was 
made. 

Among those in attendance were Dr. 
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Sidney New Becomes 
Factor Broker 


New YorK—Sidney New, up to re- 
cently connected with the New Castle 
Leather Company, resigned from that 
organization and has become a broker 
for James Talcott, Inc., factors, of 225 
Fourth Avenue, New York City. 


SIDNEY NEW 


Mr. New comes of a_ well-known 
leather family, being the son of the 
late Sidney New, for many years promi- 
nently identified with New Castle 
Leather Company. Young New at- 
tended Princeton and in February, 
1927, went with the New Castle Leather 
Company, spending his first 18 months 
working at the tannery, particularly 
in the raw and finished stock depart- 
ments. Later on he entered the New 
York office of this company, and in 
June, 1928, was elected secretary and 
director. In June, 1933, following the 
merger with Allied Kid Company, he 
was made sales manager of the New 
Castle Division. 

Mr. New is planning to concentrate 
on the shoe trade, where he feels there 
is a wonderful opportunity for factor- 
ing. This form of financing which has 
been used for many years in the tex- 
tile, hosiery and other trades has had 
a rapid growth in the shoe trade in 
the past few years. 

Mr. New has his office at the head- 
quarters office of New Castle Leather 
Company, 100 Gold Street, New York 
City. 








Heist of Kitchener, Ontario; Harry 
Evans, San Francisco, representing 
Field & Flint, Brockton, Mass., makers 
of the men’s Locke line; T. H. Ansley 
of the Canadian Lockwedge Corpora- 
tion, and H. W. Gilhooly, of Waynes- 
burg, Ontario. 


Customers Grading Up 


OKLAHOMA City, OkLA.—In a sur- 
vey made during the past four weeks, 
some 500 customers in Ecton’s Smart 
Footwear came in wearing shoes for 
which they paid $2.95 to $5.00. Out 
of the 500 who came in, 322 bought 
shoes priced at $6.00, $8.50, $10.50, 
$13.50 or $14.50. This survey shows 
that 35 per cent of the former $2.95 
customers bought the $6.50 grade; 
women who wore $5.00 shoes for the 
most part, bought $8.50 and $10.50 
grades, while 25 per cent of the women 
had very bad feet, consequently they 
bought shoes having corrective features 
or the best grades carried. 

It is interesting to note, W. E. Ecton 
pointed out, that many of these people 
who had been buying $2.95 and $5.00 
merchandise, had not done so through 
economic necessity, but through a false 
idea that they must save money on 
their footwear. 

Fitting stool comments were most 
interesting as they revealed that. these 
322 women were thoroughly convinced 
on the advisability of buying better 
shoes. 

This store reports an increase of 52 
per cent in business last year, with the 
$8.50, $12.50 and up prices bearing 
the brunt of the gain. 


Buffalo Shoe Men Elect 
George L. Seifert President 


BuFFALO, N. Y.—George L: Seifert 
was re-elected president of the Buffalo 
Shoe Retailers’ Association at the an- 
nual meeting held in the Hotel Statler. 
More than three score merchants from 
Buffalo and suburban areas in Western 
New York attended the meeting. Other 
officers elected are Benjamin Etkin, 
vice-president; Robert L. Holmes, sec- 
retary; James A. Schaetzer, treasurer; 
Carl Hoffman, attorney, and Harry J. 
Deters, business manager. 

The new board of directors of the 
association includes John L. Jacobs, 
J. S. Meyer, Oliver F. LaReau, Clar- 
ence I. Lanich, E. W. Louck, B. A. 
Zirnheld and M. Santercole. The hon- 
orary members of the board represent- 
ing suburban areas which are closely 
affiliated with the Buffalo organization 
are George T. Lammler of Angola and 
F. Panzica of Lancaster. 


Sees Blue Predominating 


DETROIT—“The shoes that sell best 
are the outstanding shoes from the 
merchant’s point of view,” W. H. 
Adams, manager of women’s depart- 
ment at R. H. Fyfe and Company, said 
this week. “Outstanding styles do not 
necessarily mean the best business. 

“Blue will predominate this season, 
even far more than it did last year. It 
goes well with a wide variety of cos- 
tumes. I was especially impressed with 
a display at the New York Show, using 
blue shoes with a blue foulard suit.” 
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New and improved methods 
of construction are skilfully 
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modern SEWED SHOE. 


Their increasing popularity 


is significant. 
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Bowling Shoes 





BOWLING SHOES 


PRICE 
Women’s 
$2.25 
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5¢ less 


Men’s 
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Buckskin Sole 

Rubber Heel 
BROOKS SHOE MFG. CO. 

wansen & Ritner Sts., Philadelphia 





L. O. Watkins Takes Road Job 


CHARLOTTE, N. C.—L. O. Watkins, 
formerly shoe buyer for Belk-Leggett 
Co., Danville, Va., has severed his con- 
nections with this firm. He is now 
assisting Max Levine on the road, cov- 
ering North Carolina, South Carolina 
and Virginia. Max Levine represents 
Saks Bros. and Best Shoe Company of 
Boston, Mass. 


Sees Good Spring Outlook 


CHARLOTTE, N. C.—Max Levine, rep- 
resenting Saks Brothers and Best Shoe 
Co., Boston, Mass., who has been cov- 
ering the territories of Virginia, North 
Carolina, South Carolina, Georgia and 
Florida for the past 12 years, reports 
that the outlook for Spring is exceed- 
ingly good. Due to the pick-up in buy- 
ing, he has found it necessary to en- 
gage the services of two good shoe men 
to assist him in his territory. 


To Sell Amer Leathers 


PHILADELPHIA—George W. Newman 
Leather Contpany, 803 Sycamore 
Street, Cincinnati, have been appointed 
representatives for the Ohio and Ten- 
nessee territories of the William Amer 
Company’s line of black glazed and 
satin finish “King Kid.” 





Travels East for Brauer Bros. 





FRANK J. FLOOD 


New YorkK—Frank J. Flood, who has 
traveled in Mid-Western territory for 
the past 20 years, and whose acquaint- 
ance among retail shoe men is as wide 
as his knowledge of shoes and shoe 
styles, is now representing Brauer 
Bros. Shoe Co. of St. Louis in the East, 
and is in charge of the New York 
office which the company has recently 
opened at 529 Marbridge Building. 

Mr. Flood’s territory comprises the 
States of New York, New Jersey, the 
New England States and the cities of 
Philadelphia, Washington and Balti- 
more. At one time he made his home 
in New York, so he is thoroughly fami- 
liar with eastern conditions. He has 
been traveling in his new territory 
since Nov. 1. 


Harold Keith in Memphis 


MEMPHIS, TENN.—Harold C. Keith, 
of Brockton, Mass., president of the 
George E. Keith Co., manufacturers of 
Walk Over shoes, made his first visit 
to Memphis in late January. He visited 
with Sneed Lary, Memphis Walk Over 
manager. He also was to spend a few 
days with his friend Hobart Ames, at 
Grand Junction, Tenn., and enjoy the 
bird hunting season at that fine pre- 
serve. 

Mr. Keith said the public is turning 
to quality buying, that there is a defi- 
nite improvement in business and 
Memphis looked very fine. He said 


that the Southwest and the Southeast 
showed marked increase in business in 
a recent period. 
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Indiana Buyers Week - 


INDIANAPOLIS, IND.—Committees ap- 
pointed to direct the affairs of the 12th 
annual Shoe Buyers Week, sponsored 
by the Indiana Shoe Travelers’ Asso- 
ciation Feb. 10, 11 and 12, are: 
Finance, E. C. Smeltzer, H. O. War- 
ren; Entertainment, G. L. Tobey, Fred 
Negele; Hotel Directory and Signs, W. 
W. Risher; Advertising and Publicity, 
A. F. McCord, Charles Grossman, 
Mike Gillman; Reception, Mike Gill- 
man, chairman, Homer Beals, R. B. 
Hart, John Honaker, A. P. Jones, Clar- 
ence Dean and Mark Weible; Sports, 
Louis Stearns, C. R. Howell, M. C. 
Ratcliffe and George Senhauser; Leg- 
islative, Homer Beals; Membership, 
F. M. Brown. 

The night of Feb. 11 there will be 
a stag party given for the shoe buyers 
and members of the association at the 
Hoosier Athletic Club. George Marott 
will be the honor guest. 

Five floors of the Claypool Hotel are 
reserved for the display of footwear 
by the leading shoe manufacturers of 
the country. There will be no meet- 
ings or business discussed during Shoe 
Buyers Week. 

Jewels of Fashion will be the out- 
standing display and attraction of the 
week. The Singing Shoe Man, Curtis 
Johns, will give three musicals each 
day, on the eighth floor of the hotel. 


Stephen Putney Shoe Co. 
Closes Successful Year 


RICHMOND, Va.— Celebrating the 
118th anniversary, the Stephen Putney 
Shoe Company, local shoe manufac- 
turers, held its annual stockholders’ 
meeting, featured by reports showing 
one of the most successful years in its 
entire history. 

The company, which was established 
in 1817 by Samuel Putney, is reputed 
to be the oldest concern of its kind in 
the United States. All through the 
depression marked progress has been 
made and each year earnings have 
fully justified the regular payment of 
dividends. More employees are on the 
company’s payroll than in 1929 and 
further expansion is on the program 
for 1935. 

Directors re-elected were: A. P. 
Cone, R. W. Williams, P. W. Brandt, 
H. L. Threadcraft, A. H. Felthaus, C. 
A. Bain, B. Frank Dew, E. E. Wilson 
and W. H. P. Leigh. Harry C. Martin 
was elected a director. 

Officers re-elected were: A. P. Cone, 
president; R. W. Williams and P. W. 
Brandt, vice-presidents; H. L. Thread- 
craft, secretary, and A. H. Felthaus, 
treasurer. 
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HOTEL 
PARAMOUNT 


You're in the 
> of NEW YORK 


. . . The visitor to New York City on 
business knows the irnportance of a con- 
venient location. That’s why so many 
make The Paramount Hotel their head- 
quarters. 

TIMES SQUARE is the focal point to 
ALL NEW YORK. From here, it is 
a matter of minutes to reach any im- 
portant business district . .. Of course, 
all theatres, night clubs, restaurants and 
points of interest are right on hand. 


700 ROOMS —700 BATHS 
Suites and sample rooms available 


. Single from $2.50 
Double from $4.90 


HOTEL 
PARAMOUNT 


46th Street, West of Broadway 


NEW YORK 
CHARLES L. ORNSTEIN, Manager 


Daily rates. . 





IN PHILADELPHIA 


Py rig rN 
RAY 


' The Bellevue levels distances 
to theatres— shops—and social 
and business schedules ... 
And when you come, Dinner 
and Supper Dancing in the Club 
Stratford in the Palm Room, of 
course, and perhaps appoint- 
ments to be kept in the Cocktail 
Room, or in the Mandarin Grill. 

Rates ‘as low as $3.50. 








oe BELLEVUE STRATFORD 


CLAUDE H. BENNETT, General Manager 
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layouts—Total, 788 suggestions. 
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239 West 39th St., New York City 
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Copies of 50 Promotion Ideas for Shoe Sales 
Copies of 788 Copy Suggestions for Shoe Sales 


Orders without remittance will be mailed C.O.D. plus postage. 
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tion B. You will observe that it is 
raised one-eighth of an inch from the 
background proper. This space is suf- 
ficient for several layers of paper if the 
one in use is to be retained. If not it 
requires only a few minutes to remove 
it, to be discarded or rolled up for use 
later on. 

In illustration B, “A” represents the 
background proper, B the elevation, one- 
eighth inch for the wood molding. Mat 
or news board may be used for the pur- 
pose. C represents the wood molding 
which may be had at any lumber mill. 
If the molding is ordered made up, sec- 
tions B and C can be run in one piece. 

The idea can be carried out in any 
window having a flat background by 
the addition of the molding. To install 
it as illustrated, use any good composi- 
tion board, cutting each section exactly 
27% inches wide. In illustration B, sec- 
tion B is one inch wide, which reduces 
the space for paper to 26% inches. 
Nearly all papers are 26 inches wide. 

The height of panels will be governed 
by the height of window or background. 
If the window has a low ceiling, say 
around seven feet, allow at least two 
inches at the top to fold the paper over 
and fasten it in the back with thumb 
tacks. A strip of molding should be 
placed on the floor to hold lower end 


of paper. 






INNOVATION BACKGROUNDS 


[CONTINUED FROM PAGE 32] 


No other fastening than the thumb 
tacks is required. Paper should be cut 
a few inches longer than the panels to 
be covered, one edge inserted in slot 
under molding, then the other edge, 
drop length so lower end goes back of 
molding on floor, turn the top back, 
fastening it with thumb tacks, and the 
job is done. 

The upright strips of molding may 
be as thin as % inch and will serve as 
a support for any lettering or decora- 
tive design used in connection with the 
display. Molding should be attached 
with wood screws so it will be easy 
to remove. : 

The background proper may be paint- 
ed any color desired and the molding 
will not show to any extent if it is 
finished with the same color. It 
enables the display man to have a new 
background for every display and at 
practically no cost. 

Papers come in such variety that it is 
only a matter of selecting the designs 
and colors best suited for your dis- 
plays. A few patterns that will be 
popular this spring are _ illustrated. 
Silk, satin, tapestry, stucco, printed and 
embossed patterns will be good and may 
be had in any color or combination of 
colors. 





Regency and Peasant 
[CONTINUED FROM PAGE 17] 


At the recent Boston Shoe Show, 
two of the exhibitors showed pull-overs 
of Peasant inspiration. One in fabrics; 
the other in leather shoes. And every- 
body who saw those two exhibits came 
back all agog over Peasant ideas! 

The more obvious of these designs 
are already shown in the low-priced 
lines and are too extreme to last long. 
But in its simpler and more subtle 
forms the Peasant influence is to be 
reckoned with by every merchant. 

As we see it, every store this sea- 
son can safely promote the Peasant 
trend in these ways: First by sturdy 
sports shoes that have typical Peasant 
details, such as the high tongue of the 
“Kitzbiihel” shoe shown in the first 
sketch. Second, by featuring high 
shades of green, red and blue leather 
for a high note in sports shoes and 
Summer sandals. Third, by shoes in 
rustic linens for general Summer wear. 
Fourth, by an occasional novelty in 
Summer shoes of gayly patterned fab- 
rics or trimmed with bands of Peasant 
braids or embroideries. This last group 
is very limited. The others have an 
important place, particularly for a 
young clientele. And watch out for 
more Peasant influences in Fall shoes 
. . . for this fashion is still on the 
way up! 


Obituary 


S. Fred Hahn 


WasHINGTON, D. C.—S. Fred Hahn, 
last of the three founders of William 
Hahn & Co., with shoe stores in Wash- 
ington and Baltimore, died Sunday, 
Jan. 27, in Emergency Hospital at 
Washington. He was 75 years old. 

Born in Germany, Mr. Hahn came 
to Washington when he was 15 years 
old. A few years later, with his broth- 
ers, William and Morris, he opened a 
small shoe store on upper Pennsyl- 
vania Avenue. The present organiza- 
tion grew from this nucleus, 

Mr. Hahn was prominent in Masonic 
activity. He was a life member of St. 
John’s Lodge, F. & A. M., an honor- 
ary member of Temple Noyes, a 
Shriner of Almas Temple and a 32nd 
degree Scottish Rite Mason. 

Two nephews, Gilbert and Edwin, 
and two nieces, Miss Rae Hahn and 
Mrs. Beatrice Heller, all of Washing- 


ton, survive him. 


Everett H. Dunbar 


LYNN, Mass.—Everett H. Dunbar, 
“The Footologist,” died Saturday, age 
$0, after a career of extraordinary 
activity. 

Born in Brockton, he spent his boy- 
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hood days helping shoemakers to get 
out army shoes by hand, also reading 
newspapers to them as they worked. 
More than 50 years later, he was on 
duty in camps, fitting shoes to recruits 
and attending to their foot troubles. 

He had to give up a boyhood ambi- 
tion to study medicine, for his family 
lacked funds, and he learned to make 
shoes, and, years later, took up the 
study of the anatomy of the feet, and 
pioneered in making arch supports and 
like devices for the relief of foot 
troubles. He invented a number of 
appliances, and after he gave up man- 
ufacturing them, his enterprise failing 
of success, he gave away such inven- 
tions as he made, so they might be 
used by others for relieving foot 
troubles. 


Albert Fiebrich 


RACINE, Wis.—Albert Fiebrich, a 
manufacturer of men’s dress shoes for 
36 years, died recently at the age of 
76 years, 11 months. 

Mr. Fiebrich was born in Eisleben, 
Germany, and as a young man learned 


















ALBERT FIEBRICH 


the shoe business. He moved to Ham- 
burg, where he started in business for 
himself. At that time all the dress 
shoes were made by hand. In 1883 he 
and his family emigrated to America, 
coming to Racine, where he made his 
home until the time of death. 

In 1898 Mr. Fiebrich and John Kam- 
bach started the Kambach-Fiebrich 
Shoe Co., manufacturing men’s dress 
shoes. Some years later they dissolved 
partnership, and Mr. Fiebrich went 
into business with Messrs. Fox and 
Hilker, and a corporation known as 
the Fiebrich-Fox-Hilker was formed. 

In 1930 the Fiebrich-Fox-Hilker Shoe 
Co. dissolved partnership, and Mr. 
Fiebrich bought the factory. The busi- 
ness was then incorporated under the 
name of Fiebrich Shoe Co., which Mr. 
Fiebrich managed until a few months 
before his passing away. 
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Southwestern Shoe Men Meet 


[CONTINUED FROM PAGE 34] 


After a hot fight in which chambers 
of commerce, hotel men and association 
members presented the claims of San 
Antonio, Dallas and Fort Worth as a 
meeting place for the 1936 convention, 
the written ballots of the members 
present showed an overwhelming pref- 
erence for holding the 1936 convention 
in Fort Worth. A committee from the 
shoe travelers association presented 
arguments in favor of changing the 
date of the convention to some time in 
the early Summer. This will be decided 
at a conference between the travelers 
and retailers at a future date. 

The following officers were elected to 
head the Texas Shoe Retailers Associa- 
tion for the coming year: 

President, George F. Baum, Corsi- 
cana; first vice-president, R. C. Mynatt, 
Dallas; second vice-president, Gus 
Daniels, Fort Worth; third vice-presi- 
dent, L. H. Graves, Dallas; fourth vice- 
president, Glen D. Jones, Fort Worth; 
secretary-treasurer, W. B. Taylor. 

Board of directors, three years: W. 
A. Harris, Fort Worth; J. T. High, 
Fort Worth; William Mannefeld, Dal- 
las; Joseph Dacy, Austin; L. F. Tuffly, 
Houston. Two years, Ben Phelps, 
Shreveport; W. P. Barnes, San Angelo; 
H. L. Baker, Denton; John F. Willis, 
Dallas; Alex Hesselson, Fort Worth. 
One year, Sid Katz, San Antonio; O. E. 
Evans, Wichita Falls; A. W. Langston, 
Fort Worth; Glen D. Jones, Fort 
Worth; J. M. Watson, San Antonio. 

Among the resolutions adopted was 
one deploring the holding of concurrent 
national style shows and urging the 
National Shoe Retailers Association 
and National Boot and Shoe Manufac- 
turers Association to compose their dif- 
ferences in this regard; another asking 
shoe manufacturers to refrain from 
selling factory rejects of branded mer- 
chandise to cut-rate stores without first 
obliterating marks of identification; a 
resolution of cooperation with the 
Citizens Anti-Sales Tax Association, 
and a resolution urging merchants to 
pay strict attention to fitting and co- 
operate with other merchants to mini- 
mize the returned goods evil. 


Southwestern Shoe Travelers 
Hold Convention 


Over a hundred members of the 
Southwestern Shoe Travelers Associa- 
tion gathered at the Hotel Texas Satur- 
day, Feb. 2, for their annual meeting, 
at which many subjects of immediate 
interest to the travelers were discussed. 

Considerable discussion from the 
floor relative to the need of making 
automobile travel safer resulted in ac- 
tion directing the Legislative Commit- 
tee to address the various State Legis- 
latures now in session, asking their 
favorable consideration in passing 
laws which will require compulsory 
automobile insurance and the licensing 
of all automobile drivers. W. T. Steph- 
enson, St. Louis, made a progressive 


report for the Legislative Committee 
on work which has been accomplished. 

Secretary-treasurer W. T. Mitchell 
reported the largest membership in his- 
tory (243) and that the association had 
lost six members by death during the 
past year, three of whom carried group 
insurance. His report as_ treasurer 
showed that the association was in a 
healthy financial condition, having 
made a substantial gain in 1934. 

Ed C. Kelleher, San Antonio, chair- 
man of the Railroad Committee, made 
an exhaustive report, which told in de- 
tail the splendid work which his com- 
mittee has accomplished. 

E. H. Moody, San Antonio, chairman 
of the Insurance Committee, explained 
many of the new features of the 
N.S.T.A. group life insurance, and 
urged more members to take advantage 
of the benefits arising from this type of 
coverage. 

A committee of three was appointed 
to confer with the Texas-Oklahoma re- 
tailers with a view to changing the 
date of the annual meeting. 

Harry R. Terhune, field Editor, Boor 
AND SHOE RECORDER, spoke on _ the 
changing trends in retail shoe selling 
and urged that traveling men consider 
themselves as merchandising counsel- 
lors rather than just salesmen. 

Visiting members of the N.S.T.A. re- 
ceived a royal welcome. 

The following officers were unani- 
mously elected: President, J. J. Buck- 
ley, Dallas; vice-president, W. M. Hoot- 
kins, Dallas; secretary-treasurer, W. 
T. Mitchell, San Antonio. Directors for 
two years, Nat Cohen, Houston, and 
D. C. Sarfaty, of Oklahoma City. Di- 
rectors for one year, J. Ross Wilson, 
Fort Worth, and J. C. Simmons, of 
Wichita Falls. President-elect J. J. 
Buckley was named as representative to 
the next annual meeting of the 
N.S.T.A. 


Largest E-J Sports Line 


ENpDIcoTT, N. Y.—Joseph F. Muffley, 
sales manager of Endicott Johnson 
Corporation, says: “We look forward 
to 1935 as the biggest sport shoe sea- 
son for retailers ever known. The vol- 
ume in sport shoes will be done in the 
popular priced lines, and in order to 
meet this great demand Endicott John- 
son has built a new line of sport shoes 
for men, women, misses, boys and girls 
which consists of over 100 new styles 
and patterns. Every number in this 
line represents the last word in authen- 
tic styling and the prices are extremely 
low in order that retailers may get the 
maximum sport shoe volume and profit. 

“The style trend this year tends to- 
ward single tone effects of white and 
cream with some two-tone effects re- 
maining popular. There is a decided 
increase in decorative effects, and per- 
forations are more in evidence than 
ever before.” 


Ohio Leather Earnings 


GIRARD, O.—Ohio leather earned its 
preferred dividends in full and at least 
part of its common dividends in 1934, 
despite very adverse conditions in the 
leather industry, stockholders were 
told by President Victor G. Lumbard 
at the annual meeting. 

The annual statement, however, was 
not ready and actual figures were not 
available. Due to the changed re- 
quirements of the Securities Act the 
auditors were unable to complete their 
work. 

“The outlook is promising,’ Mr. 
Lumbard said. “While raw material 
prices are rising, there is strong re- 
sistance to better leather prices by 
the shoe manufacturers. Orders are 
better and the outlook is better,” Mr. 
Lumbard said. 

Last year the government’s slaughter 
of drought-stricken cattle demoralized 
the hide markets, and most leather 
companies ended the year with heavy 
losses. 

Officers and directors were re-elected. 
Officers are Mr. Lumbard, president; 
Philip W. Schaff, vice-president; John 
L. Dennett, secretary-treasurer. 


On Resolutions Committee 


OMAHA, NeB.—Three Omaha men 
have been appointed on the resolutions 
committee of the Nebraska Shoe Re- 
tailers which will draft the resolutions 
for the state convention to be held in 
Lincoln, Neb., Feb. 19 and 20, They 
are Oscar W. Swanson, Al Adams and 
Frank Drexel. Fred N. Wells, Lin- 


coln, is president of the association. 


D. H. MacAllister 
Heads Armishaw's 


PORTLAND, ORE.—D. H. MacdAllister 
has been named as the new president 
of Armishaw’s, Ine., prominent shoe 
store of this city. For the past four 
years he has been manager of the local 
store, recently remodeled and entirely 
rarranged, and will continue in this 
capacity along with the presidency. 
W. G. Downing, whom he succeeds as 
president, has resigned from the head 
of the shoe corporation to devote his 
time to other business interests. 

Mr. MacAllister is well known in the 
shoe trade of the Coast, having been 
previously connected with the Innes 
Shoe Co. of Los Angeles, Cal., for a 
number of years, and also represented 
Church & Co. in that region. As a 
member of the local retail code au- 
thority board and the Portland Cham- 
ber of Commerce, Mr. MacAllister has 
been not only prominent in shoe cir- 
cles, but has participated in the larger 
civic affairs of his city. His store now 
has its fine new entrance at 526 South- 
west Park Avenue, following an ex- 
tensive beauty treatment, during which 
it has “gone modern” from entrance to 
exit. 
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SALESMEN WANTED 





SALESMAN WANTED 





POSITION WANTED 











ALESMEN wanted for Pennsylvania and 
New York State to sell a general line of 
shoes to retailers. Reference in your first 
letter. Address, Sobel Brothers, 150 Duane 
Street, New York. 


ALESMEN wanted only as side line propo- 
“sition, strict commission basis, general shoe 
job line. Address E-139, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 


N. 








QVANTED: Experienced salesmen to represent 
a fast selling line of moderate priced men’s, 
women’s, misses’ and children’s style and staple 
shoes on straight commission. Territory open— 
Minnesota, Michigan, Kansas, Iowa, Texas, 
Louisiana, Kentuc one the Virginias. Ad- 
dress E-123, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





ALESMEN: The Metz Device Co., the in- 
ventors, omaectarers and distributors of 


the Metz HEEL CONFORMER, wishes to 
add to its sales force alert salesman. Must be 
honest and aggressive. Good opportunity for 
right man. State experience, references, and 


how long resident of state. 203 Market St., 


Paterson, New Jersey. 





ANTED: Salesmen for South Carolina, 

Georgia, Florida and Middle West. To sell 
men’s shoes retail $2 and $3; Children’s Re- 
tail $1.00, $1.50, and Women’s sports re- 
tail $1.50 and $2.00. Commission basis. 
Spector Bros., 39 Lincoln St., Boston, Mass. 


ALESMEN wanted by manufacturer of 

children’s medium price stitchdowns. At- 
tractive line. — men able to obtain volume 
business need apply. Commission or drawing. 
Give references, previous connections, etc. 
Address E-134, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


RESIDENT salesman wanted for Pittsburgh, 
Pa. and vicinity to call on well rated ac- 
counts only, on a strictly commission basis, 
no drawing account. To represent Philadelphia 
house with strong line in stock proposition, 
ladies’ novelty shoes. State past experience 
and former employer. All correspondence 
strictly confidential. Address E-135, care Boot 
"eo Recorder, 239 West 39th St., New York, 











ALESMEN. Commission basis _ territory 

New York State and Connecticut. Address 
E-136, care Boot & Shoe Recorder, 239 West 
39th Street, New Yerk, . a 


ALESMEN, experienced, for popular Price 

infants’, children’ 8, misses’, growing girls’ 
shoes. Commission basis. Territories open, 
Brooklyn, Long Island, Pennsylvania, est- 
chester, Connecticut. Give references. Ad- 
dress E-137, care Boot & Shoe Recorder, 239 
West 39th St., New York, -“ 


ALESMEN to sell a quality line of shoe 
polishes, cleaners and waterproofers to the 
retail trade and chain organizations. Several 
choice territories available. Commission basis. 
ay be carried as a ——— State terri- 
tories and references. George U. Hammond 
Co., 129-135 Pearl Street, iow York, N. Y. 


SALESMEN—Carry side line of Stipvers, 
Children’s stitchdowns and _ ladies’ ach 
Sandals. Commission only. ll territories. 
Address E-138, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 














XPERIENCED slipper salesmen to carry 

a well-established line of novelty boudoir 
slippers on commission basis. State qualifica- 
tions, references, etc. Address E-149, care 
Boot & Shoe < ne 239 West 39th Street, 
New York, N. 


WANTED: An experienced all time traveling 
man, not over forty years of age, to travel 
for a_ well established Southeastern Jobber. 
None but experienced men need apply. Give 
reference and experience with answer. Ad- 
dress E-150, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


ALESMEN Wanted—Live- -wire salesmen to 

sell $2.00 and $3.00 women’s novelty foot- 
wear. In stock proposition. All Territories 
open east of Mississippi. Straight Commissions. 
Address E-151, care Boot & Shoe —_ 
239 West 39th Street, New York, 














FOR RENT 


TORE for Rent. Shenandoah, Pa., 100% 

location, new modern front 13 x 90. Next 
Woolworths. Address E-142, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 











FOR SALE 


IGGEST and Best exclusive shoe store. 

good location, reasonable rent, coming town 
in Muscle Shoals District where government 
is spending millions and appropriated more. 
Will sell Fixtures and Lease separate. Ad- 
dress E-143, care Boot & Shoe Recorder, 239 
West 39th Street, New York, . 


HOE Store, Eastern Industrial City of 

40,000, 100 per cent location, doing nice 
Business, Selling Women’s Novelty Shoes retail- 
ing $2.95 & $3.95. Address E-144, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 











X-SALESMAN and Shoe Merchant wish 
to make connections with a Reliable firm 
that wishes to be Represented in Detroit and 
Vicinity. Address E-145, care Boot & Shoe 
pecageee, 239 West 39th Street, New York, 




















SHOE Buyer twenty-years’ department store 
experience Buying and Merchandising 
Women’s and Children’s popular priced shoes, 
Married, ot reference. Address E-146, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, ; A 


H'G# Grade Children’s Shoe salesman de- 
sires permanent connection. Have been 
travelling Ohio. Am also competent adver- 
tising man and sales correspondent. Best of 
references. Address E-147, care Boot & Shoe 
as - eat 239 W. _ 39th Street, New York, 






























BUSINESS OPPORTUNITY 


















Money in Foot Correction— 
BE A TECHNOPEDIST 


Our cpotnene are building successful prac- 
tices in this new and dignified profession. 
Home Study Course, including working 
models and net, furnished at low cost. 

















Easy terms. 
THE TECHNOPEDIC | INSTITUTE 
140 Boylston St. Boston, Mass. 











ppg aggressive, experienced shoe man 
wants rtunity to establish himself in 
the retail : oe business, either department or 
store in Wisconsin. Have $1,200 to invest 
with my business ability. Address E-141, 
care Boot & Shoe Recorder, 1627 Locust Street, 
St. Louis, Mo. 






















LINE WANTED 


E, XPERIENCED salesman desires line for 
Phila., and vicinity. Well acquainted with 
trade. Address E-148, care Boot & Shoe 
Recorder, 239 West 39th Street, New York. 
: a A 





















WANTED—Line of shoes for Kansas and 
Oklahoma. Experienced Salesmen, best refer- 
ences. Travel by auto, live on territory, have 
good following and well acquainted. Prefer 
Men’s but will consider good, reputable line 
Men’s, Women’s or Children’s, or general line, 
with some established trade. Only financially 
strong concerns considered. Address 



















Hiatt, 320 West Madison, Iola, Kansas. 











mum charge 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed ee. Mini- 
cents. For all other classified advertisements the rate is 7 cents per word. Mi 
When a box number is desired twelve words should be added for the address. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seg 






inimum charge $1.25. 
In all other cases each pe ra the 
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Mrs. Anna Wall 


NortH ADAMS, Mass.—Mrs. Anna 
Wall, 80, mother of James E. Wall 
of this city, president and treasurer 
of the Wall-Streeter Shoe Co., Inc., 
died Jan. 19 after a three months’ ill- 
ness. She was born in England and 
came to the Berkshires with her par- 
ents as a child. 


1. Hack Dies 


Detroit—I. Hack, father of Nathan 
Hack, president of Hack Shoe Com- 
pany, Detroit, and Benjamin Hack, 
who is in the shoe findings business in 
California, died Sunday, January 13, at 
the age of 98. He lived with Nathan 
Hack in Detroit. He is also survived 
by three other sons. Burial was in 
St. Claire Shores, Detroit suburb. 


Sales Speed Detroit Trade 


Derrorr—Last Saturday was one of 
the biggest days in recent sales of 
Detroit shoe stores. Crowds in several 
stores exceeded pre-holiday crowds 
even. Special seasonal sales were the 
inducements to shoppers in most in- 
stances, with local stores fairly well 
standardized, in the downtown district, 
on two sales a year. 

“This has got New York skinned all 
hollow,” William T. Livingston, presi- 
dent of R. H. Fyfe Company, com- 
mented in the midst of a crowd on the 
main floor. Mr. Livingston recently 
returned from an Eastern trip to in- 
spect New York stores. 








BUSINESS OPPORTUNITY 





MERCHANTS’ NEEDS 














MAKE BIG MONE Y—‘Nature’s Foundation’ 
Foot Health Service. Learn by mail to make 
‘Nature’s Foundation’ Foot Appliances. Positive 
Individual. Cost of training, 
$25.00. Easy terms. New easy method of taking 
impressions of the stockinged foot and making 
plaster casts. Impression compound free to stu- 
degts or sold separately at $5.00 per set of molds. 
* PLYMOUTH FOOT APPLIANCE Co. 
14 W. Broadway, Plymouth, Ohio 














WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will buy surplus or entire soume of shoes 
from manufacturers, jobbers or retailers 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 








WE BUY 

lus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 


IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 


Entire or Sur 








CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Small 


MAX KALTER & CO., INC. 
Phone Canal 6-4371 
5691 BROADWAY NEW YORK CITY 








CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, ome. Beck. 
Saks—5th Avenue, Melville, Bostonian, etc. 


BARIS SHOE COMPANY, a 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 

















HOTELS 





Oklahoma Firm Incorporates 


PAWHUSKA, OKLA.—The Guaranty 
Shoe Store will be incorporated for 
$10,000 and will be known as Guaranty 
Shoe and Hosiery Co. of Oklahoma. 
The firm will have branches in Fairfax 
and Ponca City, Okla. 





84.00 


GROSS 


Pouy Cup 
for Price Ti ickets 


$2.25 


HALF GROSS 
Tilts at Any Angle 
M. D. Pollinger Cc. 


HOLLAND BLDG. 
ST. LOUIS Mo. 











The METZ HEEL 
CONFORMER 


Patent Pending 


is the first device manufactured for 
distribution by the inventor, per- 
fected for the art of shrinking 
leather evenly, effectively and 
safely, is simplified and not me- 
chanical. 


The shoe trade is warned against 
the acceptance of any substitutes 
or infringements by other products. 
Overcomes slipping at heels, gap- 
ping at sides, raises vamps, and 
generally assures a perfect fit, thus 
avoiding refunds and complaints. 


The pressure of your fingers against 
the shoe placed over the Heel Con- 
former controls the shrinkage to a 
desired portion. A balanced tem- 
perature is distributed, obtaining 
the desired uniform shrinkage of 
leather. 


$25.00 F.O.B. 
METZ DEVICE CO. 


Manufacturers and Distributors 
203 Market St. Paterson, N. - 


Send for Catalog 




















Romsey with Union Shoe 
Manufacturing Company 


SHEBOYGAN, Wis.—J. H. Romsey, 
formerly of Cleveland, Ohio and who 
has been connected for some years in 
the retail and manufacturing shoe 
business, has recently joined forces 
with the Union Shoe Manufacturing 
Company of Sheboygan, Wis., and will 
market their line of work shoes 
throughout the Eastern territory. 
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HERE'S a supremely important story to 

be told about men's sport shoes for 
Spring and Summer, 1935, and next week's 
RECORDER will devote four pages to its 
telling. In word and picture we give a 
comprehensive survey of styles in men's sport 
shoes, featuring the all-important white shoe. 
which was so strongly emphasized at recent 
conventions, as well as sport shoe combina- 
tions, golf shoes, miscellaneous sport types, 
including novelty grains, reversed combina- 
tions, ventilated types and sandals. In fact, 
a complete summary of the men's sport shoe 


situation. 


Ruth Harrington will write of new develop- 
ments in women's footwear fashions and 
Harry Terhune takes us to Shreveport, La., 
in the latest chapter of his running story of 
travels through the South and Southwest. 
Also practical suggestions for ads, window 
displays and retail sales promotion, keyed 
to next week's RECORDER style presentation. 
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THREE BASIC COLORS 


INDIES Retailers are specifying Indies Brown No. 74 
BROWN to-day, when they detail brown shoes for pre-Easter 


No. 74 selling, because they know that it is neither too light 


nor too dark to be a good accent to beige and pastel 
costumes. Indies Brown No. 74 has established itself 


as a staple because, season alter season, it has proved 


its salability. 


MARRONA Marrona No. 25 (a brown somewhat lighter than 
BROWN No. 74) is a shade that 1s very much in demand 
No D) & by manufacturers and retailers of conservative shoes, 


spring and fall ° 


MARINE Marine Blue No. 88 has already sold in very large 
BLUE volume for spring, and is rapidly moving out of retail 


No. 88 


stores. We expect a good re-order business on this 


color. 


MCNEELY DIVISION 


ALLIED KID COMPANY 
Huntingdon and Fairhill Sts., Philadelphia, Pa. 
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Countless as the stars in 
Southern skies 
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... . the millions of pairs 
of white LEVOR kid shoes 
which will be sold, re- 
ordered and profitably 
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wePEIR VWEUTEST 
COw UNG. WHITES” 


59 Years STAY WHITE 


NEW YORK 
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He Sly Shoe Company wake 


























MRS. FRANKLIN D. ROOSEVELT 


in a new Coast-to-Coast Radio Series 


“THIS IS A WOMAN’S WORLD” 


Every Friday, beginning February 15 
on the Columbia Broadcasting System 


8 P.M. 7 P.M. 6 P.M. 5 P.M. 
Eastern Standard Time Central Standard Time Mountain Time Pacific Coast Time 


* 
THE GUEST OF 


THE SELBY SHOE COMPANY - PORTSMOUTH, OHIO 


% wil 
MAKERS OF THE NEW Sbnderiz ARCH PRESERVER SHOES FOR WOMEN 
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$20, y i. PRIZE CONTEST TO INTRODUCE 


THE NEW Lenderiged 


SELBY ARCH PRESERVER SHOES 


FIRST PRIZE *10,000 CASH 


Second Prize—6 pairs of SLENDERIZED Shoes every year for life 


and 424 valuable weekly prizes—53 each week for eight weeks 


TO BE FEATURED ON THE RADIO, IN NEWSPAPERS, IN MAGAZINES 


Here’s news for dealers! Mrs. Franklin D. 
Roosevelt, First Lady of the Land, is now 
on the air for The Selby Shoe Company in 
a series of ten radio broadcasts over a coast- 
to-coast network of 64stations. In addition, 
this program features a great $20,000 Prize 
Contest built around the new Slenderized 
Arch Preserver shoes...the biggest contest 
of its kind ever conducted in the women’s 
apparel field! 

The only condition of this contest is that 
every contestant must attach to entry blank 
a sales receipt for the purchase of one pair 
of the new Slenderized Selby Arch Pre- 
server shoes. 

Millions of women will hear about these 
remarkable shoes. Millions of women will 
want to buy them and enter the contest. 





We believe that this tremendous program 
will not only create intense interest in S/en- 
derized shoes, but will lift consumer demand 
for Arch Preservers to an all-time high. 
Every dealer who is now carrying Selby 
Arch Preserver shoes should not fail to be 
ready with a complete stock of the new 
Slenderized models. Every dealer who is not 
carrying the line, but who would like to, 
should write or wire at once to find out if 
the franchise in his city is still available. 
Salesmen will not be out much longer with 
the spring line ... the program is already 
. women are asking right NOW 
for Slenderized Arch Preservers. It’s an op- 
portunity to do a bigger spring business 
than ever before. Don’t miss it! The Selby 
Shoe Company, Portsmouth, Ohio. 


on the air.. 
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HOW WALK: 5 VES weers vex 
PROMOTE VENTILATION 


1. AS PIONEERS in air-conditioned shoes for men and 
women, Walk-Over offers you the fastest, most com- 
plete line in the field. Thirteen styles for men car- 
ried in stock for “at once” delivery. Think what 
that means to you in reduced overhead and quick 
turnover! 

2. NATIONAL ADVERTISING in Collier's reaching over 


2,300,000 men—creating a market for your store. 

3. NEWSPAPER ADVERTISING in free mat form. Ready 
for insertion in your paper. 

4. WINDOW CARDS, free, tying in with the magazine 


and newspaper advertising. 


5. GIANT BLOW-UPS, free, attention-getting back- 


grounds for your window. 


6. MAILING PIECES and package inserts. a 

Stock No. 4845 
Some of this material is illustrated above. Similar 
helps also available for women’s ventilated shoes. @ Stock No. 4879—Brown Bucko com- 
Place your order for shoes and the valuable tie-in bined with Brown Crushed Sudan. 
advertising today. Refer to our In-Stock Stock Nos. 4858 and 4845— Dull White 
catalog or send for a copy at once. Sport Calf. $ 50 
GEO. E. KEITH COMPANY, Brockton, Mass. Each to retail at 6 


a 
Stock No. 4879 
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A 
Leader 


EINSTEIN DyAN RYN PaDYIN F 


| its introduction Einstein Gabardine has been and still is 


unsurpassed for popularity and distinction. 

I: meets every style and wear requirement. 

I is made exclusively for shoes. 

Over 3%4 of a million pairs made and not one complaint. 


Gabardine can be easily cleaned by brushing or by using a little 


benzine or similar cleaners. 





_J-EINSTEIN-INC- ONE PARK AVENUE: NEW YORK 
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LUCY — BETSY 
Black Dull Kidskin Black or White 
eee ih . . $3.65 


19/8 Heel Soft Flexi Calfskin—18!//8 Heel 


For You to succeed 
means success for us 


When you sell Minor shoes you get the closest 
kind of cooperation from a friendly organi- 
zation that has built its success upon the ex- 
panding prosperity of its customers and 
believes that there should be no limit to its 
efforts to help you attain further success. 


In this advertisement we portray four in-stock 
shoes representative of the shoes offered in 
the Minor In-Stock Department. They will sell 
in good shoe stores. 


AecLuxe Littleways—In Stock tl $6 


a 
Reg. U. 8. Pat. Off. UNBRANDED OR BRANDED AS DESIRED 


HOLLYWOOD HENRIETTA 
Black, White or Blue Blue or White 
Price $3.50 


Soft Flexi Calfskin—18!/2/8 Heel Soft Flexi Calfskin—16/8 Heel 


NEW YORK CITY SAMPLE ROOM + 732 MARBRIDGE BLDG. + BROADWAY AT 34TH 
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